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ABSTRACT 
This project titled ‘ The Introduction ofMarketing Concept to The China and 
South Sea Bank, Ltd. (CSSB), aims to recommend a strategic plan to the management 
of the CSSB to prepare the company to develop the personal banking service sector 
and to gain a larger market share in the industry. The objectives of the project are 
summarized below:-
• To study the general public's impression on the CSSB and to analyze the strength 
and weakness of the CSSB. 
• To formulate the marketing plan to improve the CSSB's business and its corporate 
image. 
• To create buy-in of the proposed marketing plan by the top management of the 
CSSB. 
• To obtain feedback from CSSB's management so as to further improve the 
marketing plan. 
Our study will base on the marketing model recommended by Dr. C.F. Steilen. 
To help understand customer needs, questionnaires are given to 400 customers 
and non-customers of the CSSB. Of which about 120 valid questionnaires are 
received for further analysis. 
i v 
To achieve the above objectives, marketing programs will be recommended. These 
recommendations are only initial steps. To retain the competitiveness in the banking 
industry, continuous marketing effort is required to cope with the changing and 
increasingly competitive banking industry. 
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At this memorable year which Hong Kong returned to our Motherland, the 
sovereignty effect has created a lot of opportunities to the Bank of China (BOC) group of 
the People's Republic of China, with thirteen wholly-owned subsidiaries. Being a member 
of the Hong Kong BOC Group, the China and South Sea Bank, Ltd. (CSSB) has been 
serving the country for 76 years since its establishment in 1921, and the Hong Kong 
Branch has also been operating for more than 63 years. Over the years, with the endeavor 
and exploration of the pioneers, the bank has been experienced through the process of 
development and expansion. The CSSB has grown from a small scale Overseas Chinese 
Capital bank to a strong and creditable commercial bank. 
Due to the motivation of mainland's revolutionary open-door Policy, rapid 
economic development and Hong Kong's continuous economic growth in the last 15 
years, the capital strength, business scale and institutional network of the CSSB has been 
developed significantly. In order to sustain competitive advantage over the other banks, 
the CSSB might have to undertake some innovative or creative inertia to increase the 
momentum to acquire higher reputation and larger market share. Being the deputy 
manager of the CSSB Kwun Tong Sub-Branch, Panna, one of the members of this project 
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team, experienced that the Bank is making special efforts to reinforce the banking services 
by developing and providing more diversified products. Therefore, it is considered that it is 
appropriate time to introduce contemporary marketing concept to the CSSB. 
With the rising demand on high quality banking services and fierce competition in 
the banking industry, the top management of the CSSB should be ready for adopting the 
contemporary marketing concept in order to remain competitive in the industry. This 
project titled ‘ The Introduction ofMarketing Concept to The China and South Sea Bank, 
Ltd. (CSSB)，aims to recommend a strategic plan to the management of the CSSB to 
prepare the company to develop the personal banking service sector and to gain a larger 
share on that market. The objectives of the project are summarized below:-
• To study the general public's impression on the CSSB and to analyze the strength and 
weakness ofthe CSSB. 
• To formulate the marketing plan to improve the CSSB's business and its corporate 
image. 
• To create buy-in ofthe proposed marketing plan by the top management of the CSSB. 





The project will consist of four major stages as shown below: 
I. Formulation of marketing plan for the CSSB 
II. Seeking feedback on the marketing plan from CSSB's management 
III. Revision on the marketing plan based on feedback from CSSB's management 
IV. Reporting 
The preparation of marketing plan will base on the Marketing Model established by 
Dr. C. F. Steilen. (see Appendix I). This model has been proven to be successful by Dr. 
Steilen for many years in various industries. Specifically in the banking industry, Hang 
Seng Bank had gained great success under fierce competition by adopting this model. 
According to the Marketing Model of Dr. Steilen, the first step of preparing the 
marketing plan is to compile five profile reports, namely, Competitive, Market, 
Product/Service, Company and Customer Profile Reports. When preparing the first four 
profile reports, a lot of information regarding the banking industry, the market 
environment etc. has to be collected. The following shows the ways that we collect the 
necessary information: 
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• Annual reports ofbanks ofHong Kong 
• Products brochures issued by the banks 
• Literature 
• Hong Kong Statistics (e.g. economy trend, population, income etc.) 
• Product/Services information and corporate information ofbanks posted on Internet 
When preparing the Customer Profile Report, in addition to collecting some 
statistical data (e.g. demography), we will conduct a customer survey through 
questionnaires in order to better understand the customers in the following aspects: 
• SociaL^Cultural values and attitudes 
• Values and attitudes towards the existing relevant products/services 
• Values and attitudes towards the CSSB's existing products, services, pricing etc. 
• Customer responses to related marketing activities (e.g. past TV commercials) 
• Customer behavior and decision making process 
• Customer's needs and desires 
We had distributed questionnaires to about 400 people, some of them are CSSB's 
existing customers. 121 valid responses were received and analyzed and they gave us a lot 
of insights on the impression of people towards the CSSB. These insights help us 
formulate the various strategies and tactical action plans in our Marketing Plan. 
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CHAPTERm 
COMPETITIVE PROPILE REPORT 
At April 30，1995, there were 181 licensed banks, 64 restricted license banks, and 
134 deposit-taking companies in Hong Kong. Of these 379 authorized institutions, 344 
were owned by interests from over 30 foreign countries. In addition, there were also 162 
representative offices of foreign banks. Several leading banks in Hong Kong are studied in 
order to analyze the competitive situation. 
Hang Seng Bank (HSB) 
HSB is Hong Kong's second-largest home-grown bank. The Chinese name of the 
bank means "ever-growing". It employs the state-of-the-art technology to provide 
innovative and tailor-made products to its customers. HSB was founded in 1933, its 
network consists of 147 branches in Hong Kong, one branch in Guangzhou and three 
representative offices in Shanghai, Shenzhen and Xiamen. The number of staff members is 
over 8,000. HSB has launched a new corporate identity in March 1996 in order to further 
strengthen their customer-oriented focus. HSB is a member of the HSBC Group which 
holds a 61.51% equity interest in the Bank. HSB is among the five largest publicly-listed 
companies in Hong Kong. 
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TABLE 1: THE OPERATING PROFIT AND EPS OF HANG SENG BANK 
Half-year to Half-year to Half-year to 
30/6/97 30/6/96 31/12/96 
Operating Profit HK$ 5,101M HK$ 4,488M HK$ 4,600M 
Earning Per Share HK$ 2.58 HK$ 2.25 HK$ 2.14 
HSB performed very successfiilly in the past years and received a lot of awards. In 
1996，Asiamoney declared HSB the Hong Kong Commercial Bank of the year for the third 
successive year. In the Asian Management Awards in 1995 and 1996，HSB also won the 
Award for Financial Management. 
HSB has established very good reputation and received good ratings from various 
rating agency.: 
- Thomoson BankWatch, the US-based rating agency, named HSB the best 
performing bank in Asia for the third consecutive year in its survey covering 1994 
- Moody's Investors Service gave HSB a Bank Financial Strength Rating of B in 
1995 ~ the highest for Hong Kong. HSB also received A3 and Prime 1 ratings for 
their long- and short-term deposits 
- Standard and Poor's awarded HSB a "satisfactory" credit risk evaluation in 1995, 
while their general insurance subsidiary Hang Seng Insurance Company Limited 
received an ISI claims paying ability rating of A in 1996 — both of which are the 
highest for Hong Kong 
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- Capital Intelligence Limited gave the Bank an AA long-term CI rating and an A-1+ 
short-term CI rating in 1995 
Doubtlessly, HSB has built up a very good image as people generally consider that 
staff members of HSB are friendly and helpful. Moreover, HSB has widely utilized IT to 
provide advanced banking services to the customers e.g. telephone banking, smart card 
etc. 
Has wide coverage of branch network especially it has branches at almost every 
MTR station. Customers can have 24-hour access to manage their accounts at more than 
800 Hang Seng Bank and Hongkong Bank ATMs in Hong Kong. 
Products and services offered by HSB 
The HSB is offering a wide range ofbanking products and services. The following 
describes some of the products and services, which are mainly personal banking services, 
being offered the HSB. 
Integrated Accounts: 
1. Bank Smart Account 
Bank Smart Account brings together the services and privileges customers need to 
make banking and investment simpler, faster and more flexible. It consists of SmartInvest 
Services and Integrated Account Services. 
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HSB's Customer Service Officers will help the SmartInvest Service customer 
identify their financial needs and select a personalized investment portfolio from a wide 
range of investment options. The Bank will provide customer with daily forex market 
commentary and weekly commentaries on both Hong Kong and global stock markets. 
Bank Smart Account also provides a full range of integrated account services to 
make customer's banking easier: 
• Integrated Account 
Customer will be provided with an integrated account service including Hong Kong 
Dollar Savings and Current, Time Deposits and Gold. Customer will have a choice of 
13 foreign currencies for both Savings and Time Deposits. A consolidated monthly 
statement gives the customer an at-a-glance summary ofthe transactions. 
• 24-Hour Phone Banking and Investment Services 
• Preferential Interest and Exchange Rates 
• Flexible Overdraft Facilities 
• Global Cash Withdrawals 
• No-bounce Cheque/Autopay Protection 
• Dedicated Bank Smart Counters 
• Other Exclusive Privileges 
Customer can enjoy preferential mortgage rates, an exclusive discount on Hang Seng 
Index Fund subscriptions, and a first year full-fee waiver and free gift benefits when 
customer applies for a Hang Seng Credit Card 
9 
• Travel-Related Privileges 
2. Bank-In-One Account 
This is the all-in-one banking service that provides flexibility and convenience to 
customers for effective money management. It includes: 
• Savings，current, time deposit and statement gold account services under one account 
• Convenient 24-hour automated phone-banking 
• A standby unsecured overdraft of up to HK$100,000 (applicable to personal accounts, 
subject to approval) 
• No-bounce cheque/autopay protection of up to HK$3,500 
• At-a-glance consolidated monthly statements 
• Global cash withdrawal from more than 200,000 ATMs 
• Credit Card first year annual fee waiver and free gift benefits 
Deposit Products 
1. EasyDraw Hong Kong Dollar Time Deposit: 
This allows the customer to withdraw part or all of the customer's time deposit 
before maturity to best meet his/her needs. 
2. Foreign Currency Deposits: 
This service offer customer the chance to increase returns on his/her money by 
investing in up to 15 foreign currencies in both savings and time deposits. The flexible 
JO 
deposit terms range from 1-day call to 12 months depending on the currency chosen. 
During the deposit period, the customer may book a forward foreign exchange contract at 
a favourable exchange rate to protect his/her deposit against currency fluctuations. 
Loan Products 
The HSB is offering a number of loan of loan products to meet different 
customers' requirements. The loan products consist of Personal Loans, which include 
Handy Cash Personal Loan and Decoration Loan, Personal Overdrafts, Mortgage Loans 
and Car Loan. 
Investment Services 
A wide range ofprofessional investment services are provided by the HSB: 
• SmartInvest Services 
• Unit Trust Services 
• Hang Seng Index Fund 
• Hang Seng Securities Services 
• Hang Seng 'Capital Protected Investment' Deposit 
• Hang Seng Foreign Exchange Margin Trading Services 
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Life Insurance Services 
HSB is also offering a number of insurance plans for the customers, these include: 
• Comprehensive Savings Protection Plan 
• Education Savings Protection Plan 
1 
• Lifetime Protection Plan 
• Mortgage Protection Plan 
• Refundable Term Plan 
• Target Savings Plan 
• 10-Year Renewable Term Plan 
Credit Cards 
HSB has issued some affinity cards to allow customers to contribute to their 
educational institution or professional association or to show their show for Hong Kong's 
youth development: 
• The Chinese University ofHong Kong Credit Card 
• City University ofHong Kong Card 
• Hong Kong Baptist University Credit Card 
• Hong Kong Institute of Company Secretaries Gold Card 
• Breakthrough VISA Card 
• Hong Kong Institute ofEngineers VISA Card 
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• The Chartered Institute ofManagement Accountants MasterCard 
Smart Cards 
The HSB has employed the advanced technology to provide the electronic cash -
Mondex and CitySmart. Mondex is a reloadable stored-value smart card and is the ideal 
way to purchase everyday goods and services. CitySmart is a stored-value electronic 
payment card which can be used for purchases on campus at City University of Hong 
Kong. 
Implications 
Hang Seng Bank is very successful in establishing a good reputation and image. 
The use ofthe state-of-the-art technology can definitely help the Bank build the image and 
provide excellent services to satisfy or even exceed the requirements of its customers. The 
Bank is offering a wide range of products so that individual customer's needs can be 
fiilfilled. The coverage of the branch network is remarkably wide such that customers 
could find it very convenient to access the Bank's branch. 
Standard Chartered Bank (SCB) 
Standard Chartered Bank is an international banking group which was founded in 
1853 and is headquartered in London. It has: 
• a network of over 600 offices in more than 40 countries 
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• a staff complement ofover 25,000 people 
TABLE 2: THE TRADESFG PROFIT AND DPS FOR STANDARD CHARTERED 
BANK 
30/06/97 ~~~30/06/96 ~~~31/12/96~ 
Trading profit 434m 402m 416m 
Cost to income ratio 53.7% 54.7% 55.7% 
Dividends per share 5.25p 4.25p 10.25p 
Products and Services offered by the SCB 
The following lists some ofthe products and services being provided by the SCB: 
• Mortgage Loans 
A comprehensive range of mortgage services is offered to suit the needs of 
homebuyers or homeowners. Special packages are also available for the existing home 
owners such as Bridging Loan Service, Refinancing Service and Comprehensive 
Insurance. 
• Personal Loans 
• Priority Banking 
In Hong Kong SCB has 8 exclusive Priority Banking Centres and over 60 Priority 
counters. 
• Telephone Banking 
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• Credit Cards 
• Debit Cards 
• Affinity cards 
Several Affinity cards are offered by the SCB: AIA/SCB Affinity Card; Amway/SCB 
Affinity Card; HKAA/SCB Affinity Card 
• Current Accounts 
• Savings Account 
• Foreign Currency Term Deposits 
• Foreign Currency Cash Cheques 
• Drafts 
• Telegraphic Transfers 
• Traveller's Cheques 
• Term Deposits 
• Local Currency Cash 
• Cheques 
• Cheque Purchase 
• Safe Deposit Boxes 
• Overdraft on Current Accounts 
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SCB is also offering integrated account services such as Easy Banking and Excel 
Banking. 
Easy Banking 
Services offered to Easy Banking customers include: 
• Manage finances over the phone 24 hours a day 
• Moneylink Card for easy access to cash world-wide - anytime 
• Cheque protection 
• Consolidated Statement 
• Choose the banking products that suit the customer's needs 
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Excel Banking 
A slogan used by SCB for this service is "Standard Chartered is committed to 
using advanced technology to meet your changing financial needs". Excel Banking gives 
customer the convenience of remote control: 
• A dedicated Excel Banking Hotline lets customer arrange and control all his/her 
banking and investment needs, including securities, unit trusts, foreign currencies and 
properties 
• Receive information via fax on securities, unit trusts and foreign currencies 
• Use pre-arranged services to cut down on such time-consuming transactions as 
cashier's orders, gift cheques, traveller's cheques, foreign currency exchange, outward 
demand drafts and telegraphic drafts. 
Excel Banking takes advantage of the popularity of pagers and mobile phones to 
offer an innovative Reminder Message Services that will help the customer better manage 
his/her finances. 
• Stock Price Alert Services: customer can set up stock price levels and a message will 
be sent to notify him/her when the market price of a specific stock reaches the 
designated price 
• Cheque Protection: when the customer's current account becomes overdrawn, SCB 
will provide him/her cheque protection service and send hinVher a prompting message 
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• Insufficient Funds: if the customer's current or other accounts have insufficient funds 
to cover his/her cheque, a reminder will be sent for himy^ her to deposit funds into 
his/her current account. 
Excel banking also provides a host of exclusive services tailor-made for customer's 
needs. 
• Cheque Protection with no pre-set limit which allows customer to overdraw his/her 
current account up to a limit of 95% of his/her total HKD savings and time deposits, 
plus 80% of his/her foreign currency savings and time deposits. This applies to both 
cheque clearing and autopayments 
• Mortgage overdraft up to 20% of the mortgage amount 
• Preferential time-deposits rates and higher returns when the customer's total deposit 
balance grows. 
An Excel Banking customer will receive: 
• An Excel Banking card with ATM capabilities 
• Priority service at the Priority/Excel Banking Counters available at selected Standard 
Chartered branches 
• A single, easy-to-read monthly consolidated statement 
Implication 
SCB offers innovative products and services, such as the Reminder Message 
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Services by using pagers and mobile phones, to help establish the Bank's image as an 
aggressive bank. In addition, SCB's slogan for the Excel Banking is "Standard Chartered 
is committed to using advanced technology to meet your changing financial needs". The 
purpose is to reinforce the image as an aggressive bank. 
Chekiang First Bank 
Chekiang First Bank (CFB) was established in Hong Kong in 1950. According to 
the Bank, their aim is to serve their clients to the best of their abilities, giving them better 
and more up-to-date services. In fact, the CFB is aggressively trying to employ the state-
of-art technology to offer advanced banking services to the customers. 
In view of the rapid growth of the Internet, the CFB has launched the Web 
Banking Services to all their Phone Banking Service users. By keying in the phone banking 
number and the password, the Web Banking Service customers can enjoy the following 
services at their fingertips: 
• Bank Information 
• Account transfer between customer's registered accounts, including current account 
and saving account 
• HK dollar account transfer to third party account with CFB 
• Enquiry of account statement 
• Buying or selling foreign currencies during office hours 
• Time deposit instructions 
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• Enquiry ofmortgage repayment calculation 
• Enquiry of customer's account balances 
• Enquiry of other outstanding items on the customer's accounts e.g. inwards bills, 
outward bills, letters of credit, trust receipts, time deposits and shares, up to the last 
working day. 
• Enquiry oflocal / foreign currency deposit interest rates 
• Enquiry offoreign exchange rates 
• Enquiry of prices of gold bars / gold coins 
• Requesting cheque book 
• Changing password 
Implication 
The CFB has taken the advantages of using Internet as a medium for promoting the 




The competition in the banking industry in Hong Kong is very fierce. Some banks, 
such as Hang Seng Bank, has established very good reputation in providing excellent 
customer services and won a lot of awards. Many banks understand that IT technology 
can used for achieving competitive advantages so that IT is widely employed in the 
banking industry. ATM is almost mandatory for retail banking. Telephone banking & 
smart card are also widely provided by the banks. Many banks, such as Shanghai 
Commercial Bank, have employed the state-of-art technology, frame relay, to establish a 
high throughput network at low cost. The Chekiang First Bank has even launched the Web 
Banking Service to improve its competitiveness. 
Many of the leading banks in Hong Kong has a wide coverage of branch network. 
Hang Seng Bank even has its branches at almost every MTR station. Many of the banks in 
Hong Kong are offering a wide range of banking products such as Easy Banking, Excel 
banking, to meet the different requirements of individual customers 
21 
CHAPTERW 
MARKET PROFDLE REPORT 
Banking Industry in Hong Kong 
The banking system of Hong Kong is basically a three-tier system. It maintains a 
three-tier system of deposit-taking institutions, comprising licensed banks, restricted 
license banks (RLBs) and deposit-taking companies (DTCs). The major differences among 
these 3 kinds ofbanks / companies are summarised below: 
TABLE 3: THE MAJORDffFERENCES AMONG HNANCIAL ESFSTITUTIONS 
Licensed Banks Restricted Deposit-taking 
Licensed Companies 
Banks  
Minimum HK$150millionfor local HK$100 HK$25 million 
capital banks (for foreign banks there million 
is a minimum assets 
requirement ofUS$14 billion 
but there is not any minimum 
capital requirement)  
Minimum None HK$0.5 HK$0.1 million 
deposit for an million 
account  
Maturity None None 3 months 
restrictions on 
deposits  
Interest rate Need to observe the Interest None None 
restrictions Rate Rule of the Hong Kong 
Association ofBanks for 
deposits of up to HK$0.5 
million and a maturity ofless  
than fifteen months  
22 
Only licensed banks may operate current and savings accounts, and accept deposits 
of any size and maturity. RLBs are only allowed to accept deposits of HK$500,000 and 
above while DTCs may only accept deposits of a minimum HK$100,000 with original 
maturity of not less than three months. They are collectively known as authorized 
institutions (A.I.s). 
Market Structure 
At April 30, 1995, there were 181 licensed banks, 64 restricted license banks, and 
134 deposit-taking companies in Hong Kong. Of these 379 authorized institutions, 344 
were owned by interests from over 30 foreign countries. In addition, there were also 162 
representative offices offoreign banks. In view of the small size of the Hong Kong SAR, 
such large number of banks in the territory makes the competition in the industry very 
intensive. 
Product classes in the banking industry 
The banking services can be divided into two major categories, namely, Personal 
Banking and Corporate Banking. Corporate Banking Services include Trade Finance and 
Loans. Personal Banking Services mainly include: 
• Mortgage 
• Loans 




• Cheque and gift cheque 
• Investment 
Technology trend 
Hong Kong people are generally receptive to new technology: the widespread of 
mobile phones in these few years and the first deployment ofVOD (Video On Demand) in 
the world. 
The rapid growth of Internet also sets a new opportunity for the banking industry. 
？ 
Most of the banks in Hong Kong have established their own homepages on the Web for 
promoting their products and services, some of the banks even allow customers to apply 
for services, such as credit card, through the Internet. 
Web banking is also a hot topic and it is expected that banking services can be 
enhanced significantly through Web banking. The Hong Kong University has recently done 
several projects about Java based Web banking applications and The Chekiang First Bank 
has even launched the first Web banking service in Hong Kong. 
Information Technology has become a strategic weapon in the banking industry. It 
is difficult for a bank to compete without Automatic Teller Machine (ATM) and 
Telephone Banking service. The interactive TV (iTV) service offered by Hongkong 
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Telecom EMS by end 1997 also includes home banking service which enables customers to 
do banking transactions through the TV set at home. 
In the last decade, telecommunication technology has been advancing very rapidly. 
Frame Relay, an advanced data communication technology is particularly appropriate for 
situations with a lot of transactional traffic, such as banking and retail environment. 
According to the article “New network to cut costs" in the magazine, Banking World 
Hong Kong, February 1997 issue, Shanghai Commercial Bank has employed Frame Relay 
to take over the role of three low-speed networks previously used to carry data for all of 
the bank's counter transactions, back-office and automatic teller machines. 
The Frame Relay does not just improve the data throughput but also help to cut the 
bank's data communication cost by as much as 40% - the bank used to lease 130 lines 
compared with 42 lines under the new system. 
Following the deregulation of telecom industry world-wide including Hong Kong, 
it is expected that there will be an even more tremendous advancement in the telecom 
technology in the coming years. In fact, the emergence of the most advanced telecom 
technology, Asynchronous Transfer Mode (ATM) has paved way to the Information Age 
and Broadband Era. 
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Economic growth and trend 
TABLE 4: GDP OF HONGKONGE^ 1991，1995 AND 1996 
(AT CONSTANT MARKET PRICES ON 1990) 
At constant (1990) market ~ ~ 1 ^ ~ ~ ~ ~ 1 9 9 5 ~ ~ ~ ~ 1 9 9 6 ~ 
prices  
Private consumption expenditure (HK$ billion) 391.1 652.9 467.1 
(+8.6) 7+0-8) (+4.4) 
Government consumption 46.6 58.5 61.2 
expenditure  
(+7.7) 7+4.4) (+4.6) 
Gross domestic fixed capital 168.1 241.4 268.1 
formation  
Z Z I Z Z H Z Z Z Z Z Z Z Z Z (+9.3) 7+9.6) ( + i i . i T " 
Changes in inventories _ ^ 43.6 18.4 
Total exports ofgoods (f.o.b.) 750.7 1,262.5 ^ 3 2 3 . 0 
(+17.3) 7+12.0) T ^ 8 ) 
Less: imports of goods (c.i.f.) 767.8 1,371.8 1,430.9 
(+19.0) 7+13.8) (+4.3) 
Exports of services 148.9 211.0 224.1 
(+4.7) 7+11-3) ~ ^ 2 ) 
Less: imports ofservices 97.6 130.4 133.0 
(+11.3) 7+5.8) T ^ 0 ) 
Total expenditure on GDP 612.0 762.0 798.0 
(+5.1) 7 ¾ . ? ) (+4.7)~~ 
Per capita GDP (HK$) 106,401 123,781 126,451 
H Z _ ^ Z Z Z I ^ Z Z Z I ^ L _ _ (+4.2) (+2.7) (+2.2) 
26 
TABLE 5: GDP OF HONGKONGEVT 1991，1995 AND 1996 
(AT CURRENT MARKET PRICES) 
At current market prices 1991 1995 1996 
Private consumption expenditure (HK$ billion) 391.1 652.9 718.8 
(+18.3) 7 + 1 0 ¾ 7 ^ 0 . 1 ) 
Government consumption 51.5 95.3 106.1 
expenditure  
(+18.69) 7+13.9) 7 ^ 1 . 3 ) 
Gross domestic fixed capital 177.7 326.2 365.5 
formation  
Z Z Z Z Z Z Z Z Z Z Z Z Z Z I (+15.6) 7+8.3) (+12.1) 
Changes in inventories 4.1 48.5 16.9 
Total exports of goods (f.o.b.) 765.9 1 ,344.1 � 9 7 . 9 
(+19.7) 7+14.9) (+4.0) 
Less: imports of goods (c.i.f.) 782.0 1,495.7 1,539.9 
( + 2 1 . 2 ) 7 + 1 9 . 2 ) 7 ^ 0 ) 
Exports of services 161.1 279.3 302.9 
(+13.2) 7+16.0) (+8.4) 
Less: imports of services 100.8 165.9 172.8 
(+15.0) 7+15.2) ( + 4 . 2 y ~ 
Total expenditure on GDP 668.5 1,084.6 1,195.3~~ 
(+14.8) 7+7.3) (+ lO. IT" 
Per capita GDP (HK$) 116,223 176,178 189,402 
Z Z I _ Z Z Z ^ Z I ! Z I Z Z L _ _ (+13.8) (+5.2) (+7.5)~~ 
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TABLE 6: GDP BY ECONOMIC ACTIVITY OF HONG KONG 
n^ 1991，1994AND 1995 
Percentage contribution to the 1991 1994 1995 
GDP (at current factor cost)  
Agriculture and fishing (%) _0^ 02 0.1 
Industry 23.1 T6.4 Te.O 
Mining and quarrying <0.05 <0.05 <0.05 
Manufacturing 15.4 9.2 8.8 
Electricity, gas and water ^ J ^ 2.3 
Construction 5.5 4.9 4.9 
Services 76.7 _83.4 ^ 3 . 8 
Wholesale, retail and 25.9 26.2 27.4 
import/export trades, 
restaurants and hotels  
Transport, storage & 9.6 9.7 9.8 
communications  
Financing, insurance, real 22.7 26.8 24.9 
estate & business services  
Community,social&personal 14.9 15.9 17.1 
services  
Ownership ofpremises 10.9 12.2 12.7 
Adjustment for financial -7.3 -7.4 -8.0 
intermediation services 
indirectly measured  
Total GDP 100.0 T00.0 1^0.0 
Production-based GDP (at current (HK$ billion) 631.5 950.2 1,018.4~ 
factor cost)  
TABLE 7: GDP AND GNP OF HONG KONG ES[ 1993 AND 1994 
(AT CONSTANT (1990) MARKET PRICES) 
At constant (1990) market ~~1993~~~~1994~ 
prices  
GDP (HK$ billion) 690.2 ~27.5 
Net external factor income flow 8.2 5.4 
GNP 698.4 ^32.9 
Per capita GDP (HK$) 116,967 l20 ,540 
Per capita GNP 118,358 121,441 
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TABLE 8: GDP AND GNP OF HONG KONG lN 1993 AND 1994 
(AT MARKET PRICES) 
At current market prices 1993 1994 
GDP (HK$ billion) 897.5 T^0l0.9 
Net external factor income flow 10.3 7.3 
GNP 907.8 ~,0lS.2 
Per capita GDP (HK$) 152,087 T67,493 
Per capita GNP 153,840 168,709 
Based on the GDP and GNP figures, it appears that there is a steady growth trend 
in Hong Kong's economy in the long run. However, the recent financial crisis in Asia leads 
to a downturn in the economy of Hong Kong. It is expected the economy ofHong Kong 
cannot recover until end 98, but the medium to long term economy ofHong Kong should 
still be prosperous. 
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Market size 
According to our survey, almost everybody in Hong Kong is using banking 
services, at least for saving purpose. Therefore, it may say that the market size for the 
banking industry in Hong Kong virtually include the whole population ofHong Kong and 
everyone in Hong Kong is potential customer of the CSSB. 
TABLE 9: POPULATION OF HONGKONGDs[ 1991, 1995 AND 1996 
H ^ Z Z Z Z Z Z Z I ^ ^ Z Z ] 1991 1995 1996 
Population (thousands) 5,752 _6,156 "^,311 
(+0.8) 7+2.0) T ^ 5 ) 
Male 2,938 3,084 3,159 
Female 2,814 1 ,072 ^ 1 5 2 
Percentage of population: ^ A ^ 2.3 
Aged under 15 (%) 20.9 ~l9A Ts.9 
Aged 15-64 70.4 ^0 .8 ~n.l 
Aged 65 or over _ ^ ^ 10.0 
Households (thousands) 1,604 "l,790 1,840 
(+3.0) 7+3.3) T ^ 8 ) 
Marriage rate (per 1,000 7 6 6 
population)  
Median age at first marriage: 10.9 U ^ 12.7 
Men (years) _23 ^ 30 
Women 26 27 27 
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TABLE 10: HONG KONG LABOR FORCE E^ 1991，1995 AND 1996 
Z Z Z Z Z Z Z I Z I Z Z Z Z I Z I | 1991 1995 1996 
Labour force (thousands) 2,806 3,018 3,075 
(+2.5) 7+3.3) (+1.9) 
Male 1,758 1,847 1,874 
Female 1,048 1,172 1,202 
Percentage oflabour force  
Aged under 25 (%) 17.3 14.3 14.0 
Aged 25 - 44 59.0 ~61.4 ~^.6 
Aged 45 - 64 21.5 ~22.7 ~^.0 
Aged 65 or over _2^ 0 ]_^  
Labour force participation rate (%) 63.6 62.2 61.4 
Male 78.6 ^ 6 . 7 ^ 4 
Female 48.2 1^8.0 ~^ .6 
Unemployment rate (seasonally (%) 2.1 3.5 2.6 
adjusted)  
Underemployment rate (%) _J^ 2.5 1�4 
Employment (persons engaged) in  
Manufacturing (thousands) 655 386 327 
(-10.3) T"l l .9) (-15.2) 
Construction sites (manual 64 66 77 
workers only) 
(-9.7) T^9.0) T ^ 6 . 3 ) 
Wholesale, retail and import / 880 1,031 1,047 
export trades, restaurants and 
hotels 
(+8.1) (-1.9) — (+1.5) 
Financing, insurance, real estate 289 375 391 
and business services  
(+5.8) 7+4.0) T ^ 2 ) 
Civil service 191 181 184 
(years) (+0.6) (+0.6) (+1.5) 
The population of the Hong Kong is on the increase. As every person in Hong 
Kong is potential customers for the bank, the market size for banking industry in Hong 
Kong is also expanding. 
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Factors affecting demand 
Hong Kong's economy will greatly affect the business of the bank. When the 
economic situation is prosperous, people are having more spare money, they will either 
save it as deposit in the banks or use it for investment - both will increase the business of 
the bank. When the stock market or property market is blooming, people will likely to 
invest their money on these markets rather than save it in the banks. A number of factors 
will affect the demand for the personal banking services of each bank, examples include 
interest rate offered，customer services, location of branches，reputation of the bank, 
variety of services, promotion of the services etc. 
Political factors 
The handover of sovereign to China since July of 1997 has been proven to be a 
successfiil one. People generally agree that the Chinese government has honoured her 
promise in offering high degree of freedom to the Hong Kong SAR. People's impression 




Almost every person (except the very little kids) is using at least some kinds of 
banking services. In others words, a very large part of the population is already customers 
of at least one of the banks in Hong Kong and it is virtually impossible to further expand 
the market size. Therefore, in order to increase its business and revenue, the CSSB needs 
to: 
• attract customers of other banks to switch to the CSSB 
• increase usage of CSSB's existing customers e.g. deposit more money to 
CSSB, open more different accounts in CSSB 
Since IT and telecom technology have advanced very rapidly in the last decade and 
are expected to continue to advance in an even faster pace in the coming decade. The 
benefits of such technology advancement are that people can enjoy better services (e.g. 
higher data communication throughput) at a lower cost. Better utilization of IT and 
telecom technology can doubtlessly help the bank in the following ways: 
• have competitive edge 
• build up company image 
• reduce operating cost 
• improve services (e.g. faster services which mean that customers' waiting time 
can be shortened) 
• attract customers with high value 
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While the Internet is blooming, the number of Internet users is increasing 
dramatically. The Internet is definitely a good means for promoting products & services. It 
is also convenient means for customer to enjoy banking services and do transactions at 
home. That's the reason why Web banking has attracted so much attention all over the 
world. 
Economy of Hong Kong, and even Asia, will be quite poor in 1998 after the 
financial crisis. Therefore, we cannot expect very significant growth in the business in this 
year and we cannot expect significant expansion of the bank neither. However, in medium 
to long term, it is expected that the economy ofHong Kong will continue to grow after it 
has recovered from the economic downturn. Therefore, it will be appropriate for the bank 
to improve competitiveness (e.g. better and more use of IT, staff training) in this year. 
After the successful handover of sovereign to China, people generally consider that 
the Chinese government has honoured her commitment in offering high degree of freedom 
to Hong Kong people and believe that Hong Kong will have a bright future. Therefore, the 




CUSTOMER PROFELE REPORT 
In order to better understand what CSSB's potential customers need and desire, a 
survey has been conducted by sending out about 400 copies of questionnaire to people 
with diverse background. A total of 121 responses have been received and analysed. The 
results of the analysis are found to be very useful in helping us to formulate the strategy 
and prepare the marketing plan. Please refer to Appendix I for the questionnaire and the 
summary on the responses. 
The questions for questionnaire were set in order to achieve a number of 
objectives: 
• to understand customers' values and attitudes towards banking products and services 
and the most important factors that affect their decision on choosing a bank 
• to understand customers' values and attitudes towards CSSB's existing products and 
services 
• to understand how many customers have contacts with CSSB 
• to understand how many customers are using banking services 
• to understand customers' preference on home banking 
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• to understand customers' responses to CSSB,s previous marketing activities 
• to provide a reference for measuring the effectiveness of the marketing plan because 
similar survey can be done after the marketing plan has been implemented 
Results of the survey 
1. Most people have at least one bank account. Among the 121 responses, only 3 people 
(about 2%) claimed that they didn't have any types ofbank accounts. In other words, 
almost all people are already existing customers of at least one bank. Therefore, to 
enlarge their customer base，the CSSB must 
(i) attract customers of other banks to switch to CSSB, and/or 
(ii)attract customers of others banks to open account at CSSB, that means, it has to 
encourage customers to reduce “usage，，of other banks' services and to shift the 
"usage" to the CSSB. 
2. Most people prefer banking at home. According to the survey, about 90% ofpeople 
prefer banking at home. Although most of them (about 61%) would like to enjoy the 
banking services through telephone, a significant amount (about 22%) ofpeople would 
like PC or Internet as the medium. 
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PC/Internet  
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TV \ / j Telephone 
17% \ / J 61% 
CHART 1: THE DISTRTOUTION OF THE PREFERENCE OF MEDIA FOR 
BANKING TRANSACTION AT HOME 
3. Therefore, home banking should be a service that will be widely accepted by the 
customers. Although telephone banking is quite popular today, with the growth ofPC 
and Internet, it is believed home banking through Internet will be an even more user 
friendly service that can replace telephone banking in the near future. 
4. Many people do not have any contact with the CSSB. There is a surprisingly high 
percentage (about 78%) of people who have not any contact with the CSSB. These 
people have not entered any CSSB's branch, not used any CSSB's service and are not 
current customers of CSSB, or they may even have not heard about the CSSB before. 
When we look at this result with a positive view, there is still a huge amount of 
potential customers waiting for the CSSB to exploit. 
5. Most people cannot remember any advertisement of CSSB. About 90% of people 
cannot remember any advertisement of CSSB on newspaper, magazines, TV or radio. 
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It is obvious that the CSSB should pay more efforts on advertising and promotion. 
6. Most people cannot find distinctions between the CSSB and the other BOC banks. 
According to the survey result, it is revealed that about 96% of people cannot find any 
distinction, in terms of services and products, between CSSB and the other BOC 
banks. In order to be successful and to outperform the other BOC banks, the CSSB 
must be able to differentiate its products and services from that of the other BOC 
banks. 
7. Relative importance of factors for choosing a bank. In the survey, a number offactors 
have been listed for people to determine the relative importance of each factor for 
choosing a bank. The factors are shown in the following table: 
TABLE 11: THE RESPONSE OF RANKING THE MPORTANCE OF FACTORS 
FOR CHOOSESFG A BANK 
Factor Factor Factor Factor  
No, ^  
1 Wide range of products 8 Staff members are professional & 
helpful  
2 Products can meet your requirements 9 Fast service  
3 Large number ofbranches 10 Stable & reliable 
4 Location ofbranches is convenient to 11 Try to establish long term relationship  
X2H with customers  
5 Can easily obtain the product 12 Use advanced technology  
information  
6 Attractive interest rate for deposit 13 Has good image 
7 Staff members are friendly 14 Others  
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CHART 2: THE RELATIVE EVffORTANCE OF THE FACTORS FOR CHOOSESTG 
ABANK 
It is revealed that, to the customers, the most important factors for choosing a bank 
are: 
-Stable & Reliable 
-Location ofbranches is convenient 
-Products can meet customers' requirements 
-Fast service 
-Staff members are professional & helpfUl 
8, Relative strength of CSSB in each factor does not match with customers，expectation 
on the relative importance of each factor. In the survey, customers' perception on 
CSSB's relative strength in each of these factors has been collected. However, it is 
revealed that the CSSB's relative strength does not match with customers' expectation 
on the relative importance of each factor. 
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CHART 3: THE DISTRD3UTION OF THE RESPONSE ES[ CUSTOMERS' 
PERCEPTION CSSB，S RELATIVE STRENGTH 
For example, the CSSB is relatively strong in "try to establish long term relationship 
with customers". However, customers do not treasure this strength and consider this 
is not an important factor in choosing a bank. 
9. People's overall rating for CSSB is lower than that for an average bank. Suppose an 
expected average bank should be rated as "medium" in all questions in Part II ofthe 
questionnaire, then the CSSB,s score in Part II is about 10% below the score ofan 
expected average bank. In other words, the customers' overall impression on the 
CSSB is about 10% worse than an average bank. The following charts show the 
CSSB's score as compared with an average score for each individual factor: 
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CHART 4: THE % OF CSSB'S SCORE VS AVERAGE 
Please note that factors 1 to 13 are same as those shown in the table in item 14，but 
factor 14 here shows that whether the bank is aggressive or conservative. 
It is found that CSSB's score is well below an average score in the following factors: 
-Large number ofbranches 
-Use advanced technology 
-Can easily obtain the product information 
-Location ofbranches is convenient to customers 
Moreover, customers generally consider the CSSB is rather conservative (15% lower 
than the average score) 
10. Most people don't know about CSSB's priority banking service. Although the CSSB 
has launched its priority banking service called "Privilege Banking", 97% ofpeople, 
according to the survey, do not know about this service. 
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Conclusion 
Most people do not have any contact with the CSSB and do not even remember 
any advertisement of the CSSB. Some people even have not ever heard about the CSSB. 
Therefore, the CSSB should pay more efforts on promoting itself and its products and 
services in order to make itselfknown to more people. 
People's overall impression on the CSSB is generally below an average bank. The 
CSSB should pay efforts to improve in the following factors: 
-Large number ofbranches 
-Use advanced technology 
-Can easily obtain the product information 
—Location ofbranches is convenient 
-Products can meet customers' requirements 
-Fast service 
-Wide range of products 
-Has good image 
-Staff members are professional & helpfUl 
The relative strength of the CSSB on is found to be unmatched with customers' 
perceived ones. The Bank should focus on strengthening itself on factors that customers 
consider as important. Most people are already customers of at least one bank. In order to 
enlarge its customer base, the CSSB must attract customers of other banks to switch to 
CSSB, and/or attract customers of other banks to become customers of the CSSB 
simultaneously. Most people prefer to enjoy banking services at home. 
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CHAPTERVI 
PRODUCT PROFn.E REPORT 
When comparing with the other bank, the interest rate offered by the CSSB is 
undifferentiated with the other BOC member bank due to the standard rate set by the 
Regional Office. Generally, the interest rate offered by the BOC group is slightly higher 
than the rates offered by the Hongkong Bank and Standard Chartered Bank. However, 
due to more intensive competition after the crash of stock market in Oct. 1997, the interest 
rate war has been initiated. 
TABLE 12: THE INTEREST RATE FOR HONG KONG DOLLARS DEPOSIT 
OFFERED BY MAJOR BANKS (DATED lO^MARCH, 1998) 
7 days 1 month 3 months 6 months 
CSSB (>$30,000) — 5.5% p.a. 6.625% p.a. 7.875% p.a. 8.625% p.a. 
(>$200,000) 5.5% p.a. 6.15% p.a. 8% p.a. 8.75% p.a. 
Hong Kong Bank (>$100,000) 5.5% p.a. 5.875% p.a. 7.25% p.a. 8.25% p.a. 
(>$500,000) 5.5%p.a. 6% p.a. 7.375% p.a. 8.375% p.a. 
Heng Sang Bank (>$100,000) 4.875%p.a. 5.875%p.a. 7.25% p.a. 8.25% p.a. 
(>$500,000) 5% p.a. 6% p.a. 7.375% p.a. 8.375% p.a. 
Standard Chartered (>$100,000) 5.5%p.a. 6.75% p.a. 8% p.a. 8.6875% p.a. 
Bank (>$500,000) 5.5%p.a. 6.75% p.a. 8% p.a. 8.8125%p.a. 
Bank ofEast Asia (>$3Q,000) 5.5% p.a. 6.375% p.a. 7.875% p.a. 8.875% p.a. 
(>$500，000) 5.5% p.a. 6.5% p.a. 8% p.a. 9% p.a. 
Wing Lung Bank (>$30,000) 5.5% p.a. 6.625% p.a. 8.125%p.a. 8.875% p.a. 
(>$500,000) 5.5% p.a. 6.75% p.a. 8.25% p.a. 9% p.a. 
Dao Heng Bank 5.5% p.a. 6.875% p.a. 8.25% p.a. 9% p.a. : 
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It is found that the CSSB is offering a better interest rate for the deposit over 
HKD30,000. However, when the amount of deposit is greater, say, when it exceeds 
$500,000, the interest rate offered is not as attractive as that of the other banks e.g. Bank 
ofEast Asia and Wing Lung Bank. 
Apart from the deposit interest, the products provided by the CSSB is quite similar to 
those provided by the other banks. The products include the cheque accounts, saving 
accounts, deposit, foreign exchange, remittance, visa, mortgage and etc. 
1. Cheque Accounts 
The customers open cheque account and use cheque to withdraw or transfer funds to 
other account, sometimes overdraft facility will be provided. 
2. HK Dollars Savings Accounts 
3. HK Dollar Term Deposits 
The customers deposit the funds for specified period of time to receive interest. 
4. Club Deposits (Easy Goal Deposits) 
The customers deposit the same amount of funds monthly. After an agreed period, says 
12 installments for one-year club deposit, the customers will enjoy higher interest rate 
than term deposits. 
5. Deposits for Senior Citizens (Elderly Deposits) 
Privilege interest rate for senior citizens aged over 55. 
6. Foreign Currency and Term Deposits 
7. Swap Deposits 
Pre-contracted deposit that quoted US dollar and HK dollar deposit. 
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8. Chung Nam Finance Co. Ltd. Deposits 
Deposit under the subsidiary of CSSB 
9. Offshore Deposits 
Deposit under the Bank of China, Caymen, that help the tax arrangement of depositors 
10. Call Deposits 
24-hours deposit that enable the depositors to collect interest day by day. 
In addition to the various deposits mentioned above, the CSSB also provides other 
services which include remittance services through the huge network in China and 
worldwide:-
1. Foreign Currency Exchange 
2. Mail Transfer 
3. Telegraphic Transfer 
4. Demand Draft 
5. Standing Instruction Remittance 
6. Travellers Cheques 
7. Bills Collection 
8. Safe Deposit Boxes 
9. Precious Metals Trading 
In support to the development of local business, the CSSB provides various 
financial services including:-
1. Mortgage Loans 
2. New Home Loans and Home Decoration and Enhancement Loans 
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A loan facility that helps the owners to get funds for decoration and enhancement 
3. Term Loans 
4. Corporate and Personal Overdraft Facility 
5. Industrial Loans, Machinery Hire Purchase Programs 
6. Bullion and Securities Mortgage 
7. Personal Loans 
8. Large Scale Project Finance 
9. Construction Loans 
10. Syndication Loans 
11. Letter of Guarantee Issued 
In 1996，the CSSB also provides "Option Linked" Deposit accounts and "Future 
Linked" Deposit Accounts which are combinations of savings and investments accounts. 
For the “Option Linked" Deposits, the CSSB takes the role as appointed agent for the Po 
Sang Bank. 
Banking services to personal and corporate accounts and they also assist in 
promoting the bank's various facilities which include:-
1. tailored made banking facilities 
2. all public relations activities 
3. BOC credit cards 
4. to strategies all promotion matters 
For Financial Investments, the CSSB has been providing local securities trading 
46 
services for more than 10 years, transaction can be made through special counters and 
experienced personnel at Head Office and various branch offices. Investment by Phone 
service is also available now. The minimum transaction amount is HKD50,000.00. with a 
personal code, the clients can have their securities transaction handled through a 
telephone. The instruction will be directly carried out by the Bank's computer system and 
automatically executed. The transaction hence become more effective and accurate. 
In order to cater for the very busy executives and professionals, the experienced 
investment managers provide "tailor-made" investment packages to suit their personal 
investment needs so that they can enjoy long term stable returns. 
Other than securities services, the CSSB offers foreign exchange margin trading in 
Australian dollars, Canadian dollars, Swiss Francs, Deutchmarks, Sterling, Japanese Yens, 
New Zealand dollars and HK dollars. With appropriate level of margin deposit, clients can 
make good profit through leveraged foreign exchange transactions 
Forex Sell Short services are also provided, the clients can make profit no matter 
the foreign currency is moving up or down. 
For some YJP customers, the CSSB provides quality and comprehensive service 
including more competitive interest rate in deposits, Option Linked and Future Linked 
deposits, securities trading，foreign exchange margin trading etc. The customers can now 
by using voice activated telephone operate many banking and investment business. The 
Tele-Banking Service (TBS) was launched in 1992 and now are internationally linked, 
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facilitating operation even when one is overseas. 
Conclusion 
Since the products and services provided by the CSSB is not differentiated much 
from those provided by the other BOC member banks, the switching cost for the customer 
is very minimal especially for the depositors. And the interest rate and other terms are set 
by the Regional Office and the BOC member banks have to follow all the instruction so 
that the competition over the price is limited. 
Most of the services provided by the CSSB is compatible with the other 
competitors e.g. Hongkong Bank, Hang Seng Bank and Standard Chartered Bank. The 
most distinctive point when compare their services and products is the packaging and 
flexibility of the services and products. Although the CSSB tries to launch tailor-made 
products to the market, the results of the Vff private banking services and privilege 
banking services are not optimistic. 
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CHAPTER Vn 
Company Profile Report 
The CSSB is one of the members of the BOC Group, most of the operations and 
rules follow the codes set by the Regional Office, most of its products are similar and even 
identical to those ofthe other BOC members. 
The CSSB has been serving the country for 76 years since its establishment in 
1921，and the Hong Kong Branch has also been operating for more than 63 years. The 
branch network now includes 25 branches located through Hong Kong, Kowloon, New 
Territories and the Outlying Islands providing banking services to clients in different areas. 
The company has made special efforts to reinforce their services by developing and 
providing more diversified products such as 'Privilege Banking' and 'Self-services 




• Being the member ofBOC Group, the CSSB is supported by the huge network which 
operations are linked together that enables the clients to carry transaction in other 
members' branches. There are approximately over 250 branches for the whole BOC 
Group. The transaction can be carried include the cash deposit and withdrawal, 
cheque deposit, transfer and ATM facilities. 
• Good reputation in stability and reliable banking services has been established by the 
BOC Group. Being a member, the CSSB enjoys the synergy effect. The promotion 
and advertising by the BOC Group can benefit all the member-banks. 
• The CSSB has established a relatively large customer base on commercial clients in the 
Southern District in Hong Kong Island. There are four branches established in that 
area for over years operation. The customers in that area have great inertia to state 
with the CSSB. It has established quite successful record on trade finance especially 
on the bills aspect. 
• The CSSB has a large workforce which consists of over 900 staff. Most of the 
employees have worked for CSSB over 10 years and they are very experienced in the 
banking. Generally speaking, the sense ofbelonging and loyalty is high among the staff 
members in the Bank. 
• An extensive ATM has been established in China and it provides CSSB with 
competitive advantage over the other banks. 
• Most of the products of the CSSB are similar to those in other BOC member banks. 
Therefore, it is easy for customers to get adapted to the products and services if they 
switch from other BOC member banks to the CSSB. 
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Weaknesses 
• The CSSB has to observe and obey the setting by the BOC Group that reduce the 
flexibility and responsiveness to the changing market. 
• The products of the CSSB is similar or even the same as those of the other BOC 
member banks, the switching cost of the customer is minimal if they switch from the 
CSSB to the other BOC member banks. 
• Each branch has only 2-3 marketing personnel and most ofthem do not receive formal 
marketing training at all. Most of them were tellers or internal staff previously and 
lack of formal training. Therefore, the Bank lacks of the contemporary marketing 
concept. For example, they don't have conducted detailed analysis on the market, 
customers, competition, the CSSB itself, its products and services. The technique 
mostly employed by the staff is just hard selling without much skill. 
• The organization structure is quite centralized and most of the approval process is 
lengthy and most of the decisions have to be made the top management only. It will 
slow the Bank's response to the rapid changing market environment. 
• The image ofthe BOC Group is considered as generally a market follower and most of 
its products and services are launched after they have already appeared in the market. 
• The CSSB is employing rather old telecommunication technology in networking the 
computers which result in slow services to customers and long waiting time. 
• The technology being employed by the BOC Group is not advanced enough so that 
products and services provided to the customers will be deteriorated. 
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Conclusion 
After Hong Kong has been returned to China, the business relationship between 
Hong Kong and China is getting closer and closer. With the support of the BOC Group, 
the CSSB can enjoy some competitive advantages over the other competitors. It is 
doubtlessly that IT becomes very important strategic weapon in the banking industry. 
Some ofthe banks have been intensively using IT to achieve competitive edge. However, 
the CSSB is lagging behind the industry in employing advanced technology, therefore, the 
CSSB must catch up in order to improve its competitiveness. 
In view of the fierce competition in the banking industry, the CSSB should employ 
the contemporary marketing concept to improve the image ofthe Bank and to enlarge the 
customer base and ultimately, to increase the revenue and profit ofthe Bank. Many banks 
are offering tailor made banking services, such as priority banking, to meet requirements of 
individual customers. In order to compete success&lly in the industry, the CSSB must 
improve its flexibility in offering customised services to the customers. 
The economic downturn is expected to persist in the whole 1998. But, it will be a 
good time for the CSSB to extend its coverage by opening more branches as the cost for 
establishing new branches will be lower and better shop locations can be acquired�The 
CSSB can also use the slack time to train up its stafFand to improve the quality ofits staff 
in order to meet the forthcoming challenges. 
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In order to provide efficient and fast services to the customers, the CSSB should 
improve their network by employing the state-of-art technology. An example is the 
Shanghai Commercial Bank which can reduce its network cost but provide faster and 
better service at the same time by employing the advanced frame relay technology. 
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CHAPTER V m 
MARKET SEGMENTATION AND TARGET SEGMENTS 
Market Segmentation 
The existing customer base of the CSSB is still quite small and there is much room 
for the Bank to expand its customer base. Moreover，the existing customer base of the 
CSSB consists of many middle aged or even old customers who are relatively lower in 
education level. In order to improve the business ofthe CSSB, it is our intention in enlarge 
the customer base of the Bank. When expanding the customer base, we also intend to 
attract the existing or potential high value customers so that the revenue and profit 
resulted from these additional customers will be higher. 
With these objectives and considerations in mind, we decide to segment the market 
intwo dimensions, namely, "age" and "occupation". 
For the "age" dimension, we divide the market into 5 segments, viz., “5 - 17”，“18 
-25" , "25 - 40", "41 - 60", "61 - 70” The market is so segmented because different 
groups are expected to have different characteristics in using the banking services". 
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• “5 - 17”： 
Children to teenagers. Not intensive users ofbanking services. 
• “18 - 25”： 
Undergraduates or youths who have just started to work. Although this group of 
people are not intensive users ofbanking services, they will become intensive users 
several vears later. «/ 
• “26 - 40”： 
Golden age. Intensive users ofbanking services and are generally aggressive in 
investment. 
• “41 - 60”： 
Mature people who have families and may have become managers or supervisors in the 
firms. Most of them may become more conservative in investment. 
• "61 - 7 0” 
Old people who should have already retired. Not intensive users ofbanking services. 
Basically, we intend to use this dimension to enlarge the customer base of the 
CSSB because most ofthe Bank's existing customers are middle aged or older ones. 
In the other dimension, the "occupation" dimension, we divide the market into 6 
segments, namely, "reserved labour force (exclude undergraduate)”，"undergraduate", 
“non-professional (general)", “professional”，"managerial" and "entrepreneur". Obviously, 
the grouping in this dimension is based on the value that the targeted customers can bring 
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to the Bank. In fact, we basically intend to use dimension to attract high value customers 
or potential high value customers to become CSSB's customers. 
Target Segments 
We select the target market segments for the CSSB by establishing the following 
table: 
TABLE 13: TARGET MARKET SEGMENTS FOR THE CSSB 
— AGE 
—OCCUPATION —5- 17 18-25 26 40 41-60 61-70 
Reserved labour force # 






Entrepreneur (self- # 
employed)  
* * *: Target segments chosen 
#: Major segments that constitute the existing CSSB's customer base 
In order to expand CSSB's customer base and to increase more high value and 
potential high value customers, we propose to target at 2 segments as marked with "***" 
on this table. 
56 
Selected Segment 1: Undergraduates at age 18 to 25 
After graduation from the university, most of the existing undergraduates will 
become professionals, managers or even entrepreneurs. Therefore, these youths are 
potential high value customers who are expected to be able to bring much revenue and 
profit to the Bank several years later. 
Owing to the successful handover ofHong Kong to China and the current positive 
political atmosphere in Hong Kong, the youths, as compared with the middle aged or old 
people, are less resistive to the Chinese Government. Therefore, they will be more 
receptive to the CSSB which is a BOC member bank. 
As this group of customers are not heavy users ofbanking services and in fact they 
generally do not have much money for deposit or investment, we expect that the 
requirements of this group of customers on banking services will be relatively low and 
simple. 
Selected Segment 2: Young professionals at age 26 to 40 
This group ofpeople is selected as our target segment as they are expected to be 
able to bring high value to the Bank due to the following reasons: 
• The young professionals are generally having high income 
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• Most young professionals are more aggressive and they will spend more money on 
investment including stock, foreign exchange etc. 
• As these people are young and they have not become intensive banking services users 
for a long time, it is relatively easier to attract these people to switch to the CSSB from 
the other banks. 
• These professionals are young and they will generally have a bright future. It will be 
beneficial to the Bank in the long run if the Bank can make these people become loyal 
to the Bank. 
As we expect that this group of customers will bring high value to the Bank, we 
must focus on what they require and how we can meet their requirements. In Appendix II， 
we extracted these people's responses to our questionnaire and performed further analysis 
on these extracted data. 
1. All (100%) the young professionals in the survey have accounts in at least one bank. 
Most (88%) of the young professionals prefer home banking services. As compared 
with the general public in the overall survey, much more young professionals prefer to 
use PC / Internet as the media for home banking - only 11% of the general public 
(excluding young professionals) prefer PC / Internet for home banking but about 26% 
of the young professionals prefer PC / Internet� 
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Young Professionals only 
PC/lntemet -"^pr>>>^<<>>^^^^ 
26% y ^ ^ V 
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CHART 5: THE DISTRffiUTION OF THE PREFERENCE OF MEDIA FOR 
BANEQNG TRANSACTION AT HOME (FOR YOUNG PROFESSIONAL) 
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CHART 6: THE DISTRffiUTION OF THE PREFERENCE OF MEDIA FOR 
BANIQNG TRANSACTION AT HOME 
(FOR GENERAL PUBLIC EXCLUDmG YOUNG PROFESSIONALS) 
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2. A large portion (76%) of the young professionals do not have any contact with the 
CSSB. 
3. Most (about 90%) of the young professionals cannot remember any CSSB's 
advertisement on newspaper, magazines, radio or TV. 
4. About 96% of the young professionals cannot find any distinctions between CSSB and 
the other BOC member banks. 
5. The following table shows again the factors that will affect people in choosing a bank. 
TABLE 14: THE FACTORS AFFECTESFGPEOPLE EST CHOOSESFGBANKS 
Factor Factor Factor Factor 
No. ^  
1 Widerangeofproducts 8 Staffmembers are professional & 
helpM  
2 Products can meet your requirements 9 Fast service  
3 Large number ofbranches 10 Stable & reliable 
4 Location ofbranches is convenient to 11 Try to establish long term relationship  
Z2H with customers  
5 Can easily obtain the product 12 Use advanced technology  
information  
6 Attractive interest rate for deposit 13 Has good image — 
7 Staff members are friendly 14 Others “ 
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The relative importance of each factors for the young professionals and the general 
public (excluding young professionals) are compared in the following 
chart: 
25% 1  
— , 20% 20% -- ^ 
§ 15% 门 
« 15% -- 额 13‘6 
Q. I „ 12% • Professionals 
« i 10% i I |aNon-Profess ionals | 
广 11 1 _ 
: i l l J i L l j i t 
产 CM CO TT iT> CD N 00 0) 0 -^ fM CO 守 
Factors 
CHART 7: THE COMPARISON BETWEEN PROFESSIONALS AND 
NON-PROFESSIONALS FOR THE EVffORTANCE OF 
THE FACTORS ES[ CHOOSESFG A BANK 
It was revealed the young professionals more or less share with the general public the 
same views on the relative importance of each factors. The more significant deviations 
are that the young professionals regard "products can meet your requirements" and 
"fast services" as more important factors. 
6. When comparing CSSB with an average bank (i.e. a bank scored "medium" for all 
factors), the following chart shows the views of the young professionals and the 
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general public (excluding young professionals). The percentage shows how CSSB is 
above or below the average bank, and positive percentage means that CSSB is better 
an average bank but negative percentage implies that the CSSB is worse than an 
average bank. Please note that factors 1 to 13 are same as the ones shown in the table 
of item 6，but factor 14 here indicates whether the bank is aggressive (high score) or 
conservative (low score). 
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CHART 8: THE CSSB SCORE VS AVERAGE GRADED BY PROFESSIONALS AND 
NON-PROFESSIONALS 
According to the analysis, it was revealed that the young professionals found the 
CSSB was particularly weak in the following areas: 
-Number ofbranches is not sufficient 
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-Not using advanced technology 
-Too conservative 
-Difficult to obtain product information 
-Location ofbranches is not convenient 
_ Products cannot meet customers' requirements 
-Poor corporate image 
-Slow service 
-Product range is narrow 
-Staff members are not professional & helpfUl 
In order to be successfiil in attracting the young professionals to become their 
customers, the CSSB must have improvement in these areas. On the other hand, the young 
professionals think that the CSSB is good at the following aspects: 
-Stable & reliable 
-Attractive interest rate for deposit 
-StafFmembers are friendly 
7. Similar to the general public, most (97%) ofthe young professionals do not know 
about the CSSB's priority banking service. 
Conclusion 
Based on the analysis, we have selected two market segments: university 
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undergraduate and the young professional in the age of 26 to 40. From the results 
of the survey, we find that all the young professionals have at least one bank 
account, most of them prefer PC / Internet for home banking service. A large 
portion of the young professionals do not have any contact with the CSSB, they 
even cannot remember any CSSB's advertisement. Most of them are unable to find 
any distinction between CSSB and the other BOC member banks. 
According to the analysis on the survey, the young professionals found the 
CSSB was particularly weak in certain areas, including number of branches is not 
sufficient; not using advanced technology; too conservative; difficult to obtain 
product information; location ofbranches is not convenient; products cannot meet 
customers' requirements; poor corporate image; slow service; product range is 




Having compiled the five profile reports and analyzed the requirements and views 
of our target segments, we consider that CSSB should try to achieve two major market 
objectives in order to improve its competitiveness in the highly competitive banking 
industry and to increase its revenue and profit. The first market objective is to expand the 
customer base and to increase the revenue. The second market objective is to establish a 
good company image. 
Expand the customer base and increase revenue 
As explained in the "Market Segmentation Report", we intend to expand the 
CSSB's customer base by attracting two categories ofpeople: 
• The potential high value customers _ we have selected the university undergraduates 
• The existing high value customers - we have selected the young professionals at the 
age from 26 to 40 
For the undergraduates, we target at about 15% of the all the university 
undergraduates in Hong Kong. So, if we assume there are about 60,000 university 
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undergraduates currently, then we expect to attract about 10,000 undergraduates to 
become the CSSB's customers and to open at least one account at the Bank. Moreover, 
we expect that the average balance per account will be around HK$ 1,000, so, the total 
balance for the new accounts opened should be about HK$ 10 M by the end of the year. 
Regarding the young professionals, we expect to attract about 10,000 new young 
professionals in the coming year to become the CSSB's customers. The average saving / 
deposit account balance for each such customer is expected to be about HK$ 50,000. 
Therefore, the expected average balance is about HK$ 500 M by the end ofthe year. 
Establish a good company image 
In order establish a good company image and become customer's first choice of 
bank, the CSSB must achieve sufficient improvements on the factors that the target 
customers consider important especially if the Bank is weak at these factors e.g. "products 
that can meet customers' requirements", “fast service", "use advanced technology", “be 
more aggressive,，etc. 
We intend to achieve two targets in establishing a good image: 
• (Please refer to item 8 of the "Customer Profile Report，，) The score of the CSSB 
should be above that of an average bank for all the 14 factors. In other words, people 
should consider that the CSSB is better than an average bank. 
• (Please refer to item 7 of the "Customer Profile Report") People must consider that the 
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CSSB is strong at the five factors that customers consider as the most important, viz., 
-Stable and reliable 
-Location ofbranches is convenient to you 
-Products can meet your requirements 
-Fast service 
-Staff members are professional & helpfUl 
That means, the CSSB's strength should match with customers' expected 
importance of each factor. 
These objectives should be achieved in one year's time. By then, another similar 
customer survey should be conducted and analyzed to ensure the objectives have been 
successfully achieved. 
Product Objectives & Strategy 
Product Objectives 
For young professionals 
It is our Market Objective that we want to attract about 10,000 young 
professionals to become the CSSB's customers and to have an average balance ofHK$ 
500 M from these people by the end ofthe coming year. 
According to the survey on the young professionals as described in our “Market 
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Segmentation & Target Segments" report, as high as 88% of the young professionals 
prefer to enjoy banking services at home. Moreover, as compared with the general public, 
a much higher percentage of the young professionals prefer to use PC / Internet as the 
media for accessing banking services at home. 
In our "Market Segmentation & Target Segments，，report, we have also revealed 
that the young professionals consider that the CSSB is not using the advanced technology 
and the Bank as a whole is too conservative. 
Moreover, according to our survey, about 96% of people cannot find any 
distinction, in terms of services and products, between CSSB and the other BOC member 
banks. In order to outperform the other BOC member banks, the CSSB should develop 
products and services that can be differentiated from that ofthe other BOC member banks. 
In view of the above, we intend to attract the young professionals by offering 
product that can allow them to enjoy banking services at home through PC / Internet. 
Then, impression on the CSSB as not using advanced technology and too conservative can 
also be changed. 
For undergraduates: 
According to our Market Objectives, we aim at attracting about 10,000 
undergraduates to become the CSSB's customers in the coming year. As these customers 
will not be intensive banking services at the moment, we don't expect to eam much 
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revenue from them and our expected average balance per account is only about HK$ 1000. 
However, from the results of our survey, we find that most of the people even do not have 
any contact with the CSSB. It can definitely help the Bank to increase revenue in the 
future and improve the Bank's image if we can successfiilly add the 10,000 potential high 
value customers to the Bank's customer base. 
In order to capture the undergraduates, we must understand what are the 
attractions to these people. Like the other youngsters, most of the undergraduates will 
spend their pocket money on buying trendy goods, such as, clothes for youngsters, sports 
shoes, CDs etc. Moreover, being a university student, the undergraduate must spend some 
of their money on buying books, stationery, computer etc. Therefore, we should provide 
products to the undergraduates to match with their spending habit and life style. 
Product Strategy 
For young professionals: 
As mentioned in the "Product Objectives", we intend to enable the young 
professionals to enjoy banking services at home. 
Currently, the most common approach is home banking via a push button 
telephone. However, telephone is definitely not a good technology for home banking 
because there is no visual verification which is important to customers, and the customers 
need to listen to a number of long messages from the machine (the Interactive Voice 
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Response System) e.g. "please press “1” for account enquiry, press "2" for fund transfer， 
，press “10” for xxxx". Moreover，home banking through telephone had been 
launched in the States since 70s and it will not be regarded as advanced technology by the 
young professionals. 
In early 1980s，four of New York's major banks, CitiBank, Manufacturers 
Hanover, Chemical and Chase Manhattan，had introduced online banking services to their 
customers. The customers had to use the banks' proprietary software and use modem to 
dial up to the bank. However, the poor implementation of the service made home banking 
a failure at that time because the services were difficult to use and slow, and the 
requirement of using banks' proprietary software is also hindrance to the success of this 
home banking service. 
Today in Hong Kong, the Hongkong Telecom JMS has just launched the world's 
first public Video On Demand (VOD) service. EVlS has also claimed that Home Banking 
will be one of their services that are coming soon. As the VOD service rides on a 
broadband infrastructure (i.e. very high speed in transmitting data), Home Banking 
services which is based on the same broadband infrastructure can enable customers to 
enjoy very fast banking services through TV at home. Moreover, by joining EVES to 
provide home banking, the Bank's efforts on developing the service can be minimised and 
the Bank can concentrate on their core business. However, one major drawback of 
offering home banking in such way is that only those customers who have subscribed to 
VOD can enjoy the home banking service. Therefore, the coverage ofthis home banking 
service will be limited by the popularity of the VOD service. Another concern is that, 
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according to our survey results described in item 2 of our “Market Segmentation & Target 
Segments", the young professionals prefer using PC / Internet (26%) to using TV (15%) in 
accessing banking services at home. 
Another alternative to offer home banking service is to make use of the World 
Wide Web, that is, Web Banking. With the explosive growth in Internet use, banking via 
the World Wide Web will undoubtedly catch on quickly. It is estimated that Hong Kong 
has anywhere from 300,000 to 400,000 Internet users today. This figure is projected to 
rise to one million in two years' time. As compared with the online banking services, Web 
Banking offers the following advantages: 
• Customers do not need to purchase any additional software but can just use the 
existing browser to surf the Net, and they don't need to spare space in their hard disk 
to accommodate the proprietary software, or wait for new versions and upgrades 
• As Web Banking does not need a proprietary software, customers can enjoy the Web 
Banking service anywhere as long as they have a PC with Web browser and a modem, 
no matter whether they are at home, at office or even at overseas. 
One of the problems of Internet access today is the limited access speed which 
makes downloading of data to the PC quite slow. However, with the rapid advancement of 
modem technology (56K will be standardised soon and multilink technology which 
supports speed exceeding 100K will soon emerge) and the forthcoming Broadband 
Internet, the access speed will no longer be a problem very soon. In fact, the coming high 
speed Internet access can allow features like 24-hour video conferencing which is useful 
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for customers to talk about problems with the so called live agents through video 
conferencing. 
Of course, one main concern ofWeb Banking is security. However, many parties 
have been paying much on ensuring the security when doing transactions through Internet. 
Encryption technology is also advancing so that the encrypted data will not be decrypted 
by the unauthorised hatchers easily. 
Li Hong Kong, Chekiang First Bank had already become the first local bank to 
launch a web site which customers can actually get some business done, although it is 
using a rather “Extranet” approach. In fact, the first Internet bank to provide true Web 
Banking services to customers was Security First Network Bank (SFNB). After a careful 
study and analysis of the security issues, the Office of Thrift Supervision (OTS) had 
granted approval to SFNB which had become online in October 1995. 
As a conclusion, in order to provide home banking services to attract the high 
value young professionals, we propose that the CSSB should join EVES to offer home 
banking service through JMS' infrastructure initially in order to speed up the offering of 
home banking service. In the meantime,, the CSSB should also develop and launch Web 
Banking service at the next stage. 
For undergraduates: 
The undergraduates are generaUy not intensive users ofbanking services and their 
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requirements on the banking services will be simpler. In order to attract the 
undergraduates to become customers of the CSSB, we propose to issue the individual 
university affiliated credit cards so that they may subscribe to the credit cards because of 
the sense ofbelonging to the university. Moreover, the Bank can also issue affiliated credit 
cards with some large shops such as HMV, KPS, G2000, Swidon Bookshops etc. so that 
they can enjoy a discount when buying goods at these shops using the credit cards. 
Service Objectives & Strategy 
Service Objectives 
Referring to items 6 of our "Market Segmentation & Target Segments" report, the 
young professionals consider “fast service (factor 9)" as one of the important factors in 
selecting a bank. The result is logical because the value ofthe professionals' time is high 
and in fact, most of the professionals in Hong Kong are squeezing their time in order to 
achieve more and more. Moreover, the young people are generally more aggressive and 
not patient, they don't like to follow a long long queue in the bank and waste their 
valuable time byjust queuing up in the bank's lobby. 
According to item 7 of the same report, the young professionals rate the service 
speed of the CSSB as 9% below an average bank. Therefore, one of our service 
objectives is to provide much faster service to the customers so as to change their mind 
and make them become satisfied with the CSSB's speed ofservice. The existing average 
time for one transaction is about 5 minutes. Our objective is to improve it to about 3 
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minutes per transaction. 
In addition to speed of service, we find from item 6 of our "Market Segmentation 
& Target Segments" report that the young professionals also consider "staff members are 
professional & helpfUl (factor 8)" as an important factor in choosing a bank. One 
interesting finding is that, according to item 7 of this report, the non-professionals are 
quite satisfied with CSSB and rate the CSSB as slightly better than an average bank as far 
as this factor is concerned. However, the professionals have different view and they regard 
the CSSB as worse than an average bank regarding this factor. 
The result of the finding can be explained in this way: we find that both the 
professionals and non-professionals are quite satisfied with the CSSB as far as factor 7 is 
concerned. Factor 7 is "staff members are friendly". Generally speaking, the non-
professionals are less knowledgeable and their requirements will be relatively simpler, so, 
they will consider that the bank's staff are helpful as long as these staff are friendly 
enough. On the other hand, the young professionals are generally more knowledgeable and 
aggressive, they will probably have more complicated requirements especially on 
investment and they will need more professional and in-depth advice from the bank's staff 
Therefore, they will not be satisfied just because the bank's staff are friendly, they will 
require the bank's staff to have expertise in the banking operation and in-depth financial 
and investment knowledge so as to provide them with professional advice. In order to 
satisfy the young professionals, the CSSB's staff should be equipped with expertise and 
knowledgeable in order to be able to help these young professionals. 
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Service Strategy 
As discussed in "Service Objective，，，we can summarize that our service strategy 
should aim at 1. improving the speed of service, and 2. developing staff members to have 
sufficient expertise. 
Improving the speed of service 
To improve the speed of service, the Bank can do two things: 
(1) to improve the computer network, and 
(2) to improve the work flow 
As it is well known that banking industry is an intensive user of IT, the computers 
in each branch of the Bank are linked up together with the computers in other branches to 
form a computer network so that data can be transmitted from and to the host computers 
on real time basis. The speed or throughput of the network will significantly affect the 
speed of service that the tellers are providing to the customers. You may imagine what the 
feeling ofthe customers will be if a teller has to wait for the response from the computer 
for several minutes after hitting a "retum key" on the keyboard while there is a long long 
queue behind the customer in front of the teller. 
In the February 1997 issue of the "Banking World Hong Kong" magazine, there is 
an article with title "New network to cut costs". The subtitle of this article is "Shanghai 
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Commercial Bank is installing a frame relay system that it hopes will see savings of up to 
40 per cent, as well as improve the speed and efficiency of service". 
According to this article, the Shanghai Commercial Bank (SCB) expects to cut its 
annual data communications costs by as much as 40 per cent following the introduction of 
a new frame relay based network linking all 37 of its Hong Kong branch offices. 
Previously, three low speed networks were used to carry data for all of the bank's counter 
transactions, back-office and automatic teller machines. Now, SCB uses frame relay to 
combine all these three networks into a robust and easy-to-manage network with a 
corresponding reduction in monthly telecommunications costs per branch. Another 
important benefit of the system is its fast response time that enables bank tellers to service 
customers faster. Furthermore, improved data throughput on the frame relay network 
paves way for new higher bandwidth applications such as an imaging system used to verify 
account signatures. 
In order to provide fast and efficient service to the customers, the basic 
requirement is that the computer network must be fast and efficient so that the system can 
provide fast response to the Banks' tellers who can in tum provide fast service to the 
customers. Therefore, we recommend that the CSSB should consider to upgrade its 
computer network by employing the state-of-art technology, such as frame relay or 
asynchronous transfer mode, so as to enable their tellers to service customers faster. 
(2) To improve the work flow 
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Even if the system can respond to the tellers' request very fast, the customers still 
have to wait for a long time if the procedure or work flow is too complicated, say, if the 
tellers need to ask for the signature of his/her supervisor before giving response to the 
customers, but the supervisor may be sitting two floors above the counter, then the time 
for processing the customer's request is still very long. Therefore, it is recommended that 
the CSSB may conduct a Business Process Reengineering (BPR) exercise with the 
objective of simplifying the workflow and serving customers faster. 
Developing staff members to have sufficient expertise 
In order to change the young professionals' impression and make them consider 
that the CSSB's staff members are professional and helpful, the CSSB should build up the 
necessary expertise. As the survey results does not show what specific expertise the 
professionals consider as important and the CSSB is missing, it is recommended that the 
CSSB should conduct another specific survey for identifying the expertise that they should 
build up. After having identified the necessary expertise, the Bank can acquire or establish 
the expertise by the following two ways: 
• Recruiting staff members who have already possessed the necessary expertise and 
experience from outside 
• Training and developing the existing staff members to equip them with the expertise 
and knowledge 
As discussed in the "Distribution Objectives & Strategy，，report, it is recommended 
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to open more branches in order to improve the distribution network of the Bank. 
Therefore, it is expected that more staff members would be recruited to operate the 
additional branches. When recruiting the new employees, the Bank should select those 
candidates who have already possessed the necessary expertise and experience. 
It is anticipated that the economic downturn will persist in 1998. Such slack period 
can indeed be utilized for developing and training the existing employees so that they will 
ready for the new challenges when the economic downturn is over. Therefore，the CSSB 
should develop training courses and run the courses to train up all the existing employees 
within 1998. 
Price Objectives & Strategy 
Price Objectives 
In the banking industry of Hong Kong, the competition on price is generally not 
intensive. Moreover, according to the result of our survey as shown in item 7 of our 
“Market Segmentation & Target Segments" report, both professionals and non-
professionals consider that the CSSB's interest rate for deposit is attractive and it is better 
than an average bank (i.e. a bank scored "medium" for all factors in Part II of our 
questionnaire). Therefore, the CSSB does not need to divert their focus and pay too much 
effort on the price strategy. 
Price Strategy 
78 
One of our market objectives is to attract more target customers (i.e. the young 
professionals and the university undergraduates) to become customers of the CSSB, we 
should try to lower the barrier for these target customers to use CSSB's service. 
As discussed in our "Product Objectives & Strategy，，report, we recommend to 
develop and provide home banking service to the young professionals through iTV 
(interactive TV) and Web banking. In order to lower the barrier for these customers to 
become CSSB's customers, the CSSB should not charge the customers any fee for 
enjoying the home banking services. 
Similarly for the other target segment, the university undergraduates, CSSB should 
waive the annual fee for the various credit cards that we propose to develop for the 
undergraduates so that they can apply for the credit cards and become CSSB's customers 
without overcoming significant barriers. 
Communications Objectives & Strategy 
Communications Objectives 
According to the results of our survey as shown in our "Customer Profile Report" 
and the "Market Segmentation & Target Segments" report, there is a surprisingly high 
percentage of people who do not have any contact with the CSSB. These people have not 
ever entered any branch of CSSB, they have not used any CSSB's services and of course 
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they are not customers of CSSB currently. Moreover，a large portion of people (about 
90%) cannot remember any advertisement of CSSB no matter whether on newspaper, 
magazines, TV or radio. It is very obvious that CSSB must pay more efforts on market 
communications in order to attract more customers. 
Referring to item 7 of our "Market Segmentation & Target Segments" report, it is 
interesting to find out that the young professionals consider that the CSSB's image is 
worse than an average bank although the non-professionals think that CSSB's image is 
better than an average bank�This phenomenon may be due to the difference in expectation 
of the two groups of people. For factor “12”，i.e. "use advanced technology", the 
professionals consider that the CSSB is far worse than an average bank although the non-
professionals think that CSSB is not so worse in this aspect. In addition, when referring to 
factor “14” (i.e. aggressive or conservative), the professionals believe that the CSSB is far 
too conservative but the non-professionals consider that the CSSB is on the average in this 
aspect. In order to attract the target segments, the young professionals, the CSSB should 
use market communication to promote its corporate image especially in those areas such 
as using advanced technology and being aggressive. 
Furthermore, from the survey result shown in item 7 ofthe “Market Segmentation 
& Target Segments" report, the young professionals find that it is difficult to obtain the 
information of CSSB's products. Thus, the CSSB should provide more convenient 
channels for the customers to access its product information. 
To sum up, the CSSB should conduct more market communications programs to 
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arouse customers' awareness on CSSB. The CSSB should use the market communications 
programs to promote the corporate image as an aggressive and customer oriented bank 
with high flexibility by delivering messages: CSSB is an aggressive bank which is using the 
state-of-the-art technology to achieve fast and efficient services. Moreover, more 
convenient channels should be established for providing product information to the 
customers. 
Communications Strategy 
As discussed in the "Communication Objectives’，，the CSSB should improve its 
communications with the customers and achieve the followings: 
• Arouse customers' awareness on CSSB's products and services 
• Promote corporate image - CSSB is aggressive and is using the state-of-art technology 
• Establish convenient channels for customers to access its product information easily 
The CSSB is recommended to do the followings in order to achieve these 
Communications Objectives: 
Advertisement for promoting corporate image 
The CSSB should try to arouse customers' awareness on the Bank and to promote 
the corporate image by launching advertisement on TV, radio, newspaper and magazines. 
The theme ofthe advertisement should focus on the establishing a good reputation ofthe 
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Bank. Moreover, as home banking and Web banking are products based on the advanced 
technology, the Bank should also highlight the development of these products in the 
advertisement in order to promote its image as an aggressive bank using the state-of-art 
technology. 
Press release for announcing the establishment of an advanced computer network 
It is recommended in the "Service Objectives & Strategy，，report that the CSSB 
should replace the existing data communication network with a more advanced and 
efficient network which is based on the state-of-art technology, frame relay and/or 
asynchronous transfer mode. After having established the new data communication 
network, the Bank can do the press release to make the public know that CSSB is 
changing and becoming more aggressive in using the advanced technology. Similar action 
had been done by one of the largest property agency in Hong Kong, the Midland Realty. 
Midland had replaced its previous network with a frame relay network which helped it 
save cost by more 25% for each branch and improve the performance of the network at 
the same time. Press release had been done by Midland and messages could be found in the 
local newspaper (e.g. Hong Kong Economic Times, Sing Pao Daily News, Ta Kung Pao) 
on 20th March 1998. 
Promotion booth 
As discussed in the "Product Objectives & Strategy，，report, CSSB is 
recommended to issue special credit cards for the undergraduates. These credit cards may 
82 
be affiliated with the university, HMV or some famous book shops. In order to allow the 
undergraduates to be well aware of these new credit cards, CSSB should establish some 
temporary promotion booths at the university to attract the undergraduates. 
Establishing CSSB's Web site on the Internet 
As discussed in the “Market Segmentation & Target Segments" report, the target 
customers are the young professionals and the university graduates. Both groups of people 
are expected to be more receptive to new technology and they should be intensive users of 
computers and Internet. Therefore, in order to attract these customers, the CSSB should 
establish its own home pages on the Web to arouse these customers' awareness on the 
Bank. 
Building more channels for customers' easy access to CSSB's product information 
A number of channels can be established in order to allow customers to access the 
information of CSSB's products more easily. 
Telephone enquiry: 
A hot line number should be released to the public so that people who are 




As mentioned above, CSSB is recommended to build up its own Web site on the 
Internet for promoting its corporate image and attracting the young professionals and the 
undergraduates. In fact, information of CSSB's products can also be posted on the Web 
site so that people who are interested can have a look on and download the product 
information. Moreover, the customers can even apply for some of the Bank's products 
(e.g. credit card) through Internet directly. 
Brochures and leaflets: 
Brochures and leaflets for different products and services should be prepared and 
printed so that people who go to the Bank's branches can easily get the information ofthe 
Bank's products. 
Sales Force Objectives & Strategy 
Sales Force Objectives 
Currently, the Bank's tellers just provide service as requested by the customers. 
However, in order to improve the business of the Bank and to increase the revenue, the 
tellers should take a more sales oriented role and actively sell the products ofthe Bank to 
the customers. 
In addition, as discussed in the "Communications Objectives & Strategy” report, 
CSSB should set up temporary promotion booths at the universities to promote its new 
credit cards which are designed for the undergraduates. CSSB's sales people should go to 
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these booths and convince the undergraduates to apply for these credit cards. 
Sales Force Strategy 
As the tellers of the Bank have many chances to contact with the customers, 
CSSB should train up the tellers to become a salesperson. Moreover，since the promotion 
booths are just temporary, it is not worthwhile to recruit additional sales people for doing 
the selling jobs at the booths. Therefore, CSSB should again train up the existing tellers 
and provide incentives to them to do the extra works at the booths. 
As a conclusion, in order to achieve the sales force objectives, CSSB should do the 
followings: 
• Develop training courses for the tellers in order to equip them with selling skills so that 
they will become part of the sales force of the Bank 
• Provide incentive scheme for the tellers for motivating them to sell the Bank's 
products to the customers. This incentive scheme can be commission or other gifts 
such as a tour with pay leave. 
Distribution Objectives & Strategy 
Distribution Objectives 
Referring to item 7 of our "Market Segmentation & Target Segments" report, the 
young professionals think that the most serious problem of CSSB is that its number of 
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branches is not sufficient. They rate CSSB as 35% worse than an average bank as far as 
this factor is concerned. Moreover, the young professionals also find that the locations of 
the existing branches of CSSB are not convenient and they think that CSSB is worse than 
an average bank by 18% in this aspect. 
In order to attract the young professionals and to improve these people's 
impression on the Bank, CSSB should improve its branch network by opening more 
branches at the selected locations that are convenient to the target customers. The number 
of existing branches is 25, so we propose to increase the number branches by 15% (i.e. 4 
branches) in the coming year. In fact, the recent economic downturn ofHong Kong makes 
it an appropriate time for the Bank to expand its branch network because they can easily 
acquire a shop at a better location with a lower cost. 
Distribution Strategy 
As discussed in the “Distribution Objectives", CSSB is recommended to open more 
branches at locations that are convenient to the young professionals. CSSB should firstly 
identify the locations that will be convenient to the young professionals. Examples will be 
the business areas (e.g. Central, Causeway Bay) and areas with large computer shopping 
mall (e.g. Sham Shui Po). And then the Bank should acquire the appropriate shops and 
open the branch soonest when the rental is relatively low during the economic downturn. 
In addition, as mentioned in the "Product Objectives & Strategy，，report, it is 
recommended that CSSB should offer Web Banking in the near future in order to attract 
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the target customers. In fact, the Web Banking can also significantly improve the Bank's 
distribution network because it is ubiquitous and customers can use the Bank's products 
and services through a computer and a modem no matter whether they are at office, at 
home or even in overseas. 
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Control / Monitoring Measuring Effects 
In order to ensure that the results of the tasks that are included in the tactical 
action plan can achieve the objectives as expected, we must establish control and 
monitoring mechanisms to measure the effects of each task. Whenever there is deviation 
from direction we've planned, we must take remedial actions as early as possible to put it 
back to the track" 
After having implemented this Marketing Plan for about half year i.e. end 1998， 
CSSB should do another survey that is similar to what we have done in order to monitor 
the progress and effects of the Marketing Plan. Then, by the middle of 1999 when the 
Marketing Plan has been implemented for about one year, CSSB should do another survey 
to measure the effects of the Marketing Plan again. 
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Task # 10 
Task:- Offer home banking service through iTV 
• Liaise with EMS 
• Development of the service 
• Service launch 
Control / Monitoring - Measuring effects 
• Set milestones for the liaison with EVIS. Discussion should be kicked offin early April 
98 and agreement should be reached by mid May 98 
• The service should be made available in mid August 98 so that all iTV customers are 
able to enjoy CSSB's home banking service. 
• iTV customers who have used CSSB's home banking service should be recorded 
down. Questionnaires should be prepared and sent to these customers after they have 
used the service for about 2 months. Responses to the questionnaires should be 
analyzed to see whether they are satisfied with this service and whether they have 
changed their impression on CSSB that CSSB is no longer a bank using the outdated 
technology. 
• It is our Market Objective to attract about 10,000 young professionals to become 
CSSB's customers by mid 1999. Home banking through iTV is expected to be able to 
attract 60% of these potential customers. In other words, about 6,000 new young 
professionals will use CSSB's home banking through iTV by the end of 1999. Number 
ofyoung professionals joining the service should be closely monitored throughout the 
year to ensure that the target of 5,000 customers can be achieved by the end of 1999. 
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Task#ll 
Task:- Develop Web Banking 
• Form a dedicated team to study the feasibility 
• Look for IT company with expertise for the development 
• Development of the service 
• Service trial 
• Service launch 
Control / Monitoring - Measuring effects 
• Milestones should be established with the dedicated team to ensure Web Banking can 
be launched by end March 1999. 
• It is expected that Web Banking should be able to attract about 5,000 new young 
professionals. That means, it will help to achieve 50% of our Market Objective which 
is 10,000 new customers. Among these 10,000 new customers, it is expected about 
1,000 will be using both home banking service via iTV and Web Banking. Number of 
customers signing up for Web Banking service should be monitored closely and 
remedial action must be taken as soon as possible when deviation from the target is 
observed. 
• By mid 1999 when Web Banking has been launched for 3 months, CSSB should ask 
Web Banking customers to reply to questionnaires so that the Bank can measure 
whether the customers find Web Banking very useful and whether their impression on 
CSSB has been improved 
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Task # 10 
Task:- Offer organisation affiliated credit cards for undergraduates 
• Liaise with universities and shops e.g. HMV, bookshops 
• Prepare and print brochures and leaflets for these credit cards 
• Select existing staff members to do promotion at the promotion booths 
• Set up promotion booths at universities 
Control / Monitoring - Measuring effects 
• According to the Market Objectives, it is intended to attract about 10,000 
undergraduates by mid 1999. In order to achieve this target, it is expected that 4 
different credit cards should be issued by mid 98. Therefore, in June 1998, the Bank 
should have liaised with 4 organisations to agree on issuing these credit cards. 
Examples of these organisations are The Chinese University of Hong Kong, Hong 
Kong University, Hong Kong University of Science and Technology, Bookshop or 
HMV. 
• Promotion booths should be set up at each organisation for least 3 days before August 
1998. 
• The number of new customers who subscribe to these new credit cards should be 
monitored closely in order to ensure that our Market Objective of attracting 10,000 
undergraduates by mid 1999 can be achieved. 
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Task#ll 
Task:- Improve the computer and data communications network 
• Feasibility study on using state-of-art technology e.g. frame relay 
• Liaise with the telecom service provider to provide the network services 
• Implementation of the new network 
• Press release for promoting CSSB's image as employing advanced technology 
Control / Monitoring - Measuring effects 
• Milestones should be set up with the IT team to make sure that the target date of end 
September 1998 can be met. Selection of telecom technology should be finalized by 
mid May 1998 and discussion with the telecom service provider should be concluded 
by mid June 1998. 
• The new computer and data communications network should have been completed by 
end September 1998. In the survey that is proposed to be conducted by end 1998, it is 
expected that people will at least consider CSSB is no worse than an average bank in 
the following two factors: 
• Fast service 
• Use advanced technology 
• In the survey that will be done after the Marketing Plan has been implemented for one 
year，i.e. in mid 1999, it is expected that people should consider CSSB is better than an 
average in these two factors by at least 10%. 
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Task#ll 
Task:- Conduct BPR to improve work flow for providing fast service 
• Form a BPR team 
• Conduct the Reengineering process and recommend the new process 
• Educate the staff members about the new process to create buy-in 
• Implement the new process 
Control / Monitoring - Measuring effects 
• After the BPR team has been established in end April 1998, the team members should 
identify and set up milestones for conducting the BPR exercise. 
• Number of staffmembers and time required for carrying out a task should be measured 
before and after the BPR. Significant reduction on at least of two resources should be 
achieved by BPR. 
• During the interim survey that will be conducted in end 1998, people are expected to 
consider CSSB is no worse than an average in the factor “fast service". 
• In the final survey in mid 1999, we expect that people will consider CSSB is at least 
10% better than an average bank. 
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Task # 10 
Task:- Set up training courses for equipping staff with expertise and knowledge 
• Conduct survey to identify expertise and knowledge that the staff should possess 
• Develop training courses 
• Divide staff members into a number of groups for attending the classes 
• Conduct the training courses 
Control / Monitoring - Measuring effects 
• Milestones should be agreed with the trainers to ensure all the training classes can be 
completed by end October 1998. 
• According to our survey, the customers currently consider that CSSB is only slightly 
poorer than an average bank as far as the factor “staff members are professional and 
helpful" is concerned. Therefore, after completing all the training classes in end 
October 1998, we expect that, in the survey to be conducted by end 1998, people 
should consider that CSSB is slightly better than an average bank. 
• In the survey that will be carried out in mid 1999, we expect that people should 
consider CSSB is better than an average bank by about 20% in this factor. 
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Task # 10 
Task:- Advertisement for promoting CSSB's image and home banking and Web 
Banking 
• Identify the media to be used for the advertisement 
• Determine the main messages to be delivered 
• Liaise with the advertising agents 
• Launch the advertisement 
Control / Monitoring - Measuring effects 
• Surveys should be done after each launch of the advertisements in July 1998, October 
1998, January 1999 and April 1999 to measure the effectiveness of the advertisement 
campaigns. 
• It is expected the advertisement should be able to improve people's impression on 
CSSB in the following factors: 
-Aggressive or conservative 
-Use advanced technology 
• In the survey that will be conducted by end 1998, we expect that people will consider 
CSSB is at least no worse than an average bank in these two factors. Moreover, it is 
expected than at least 40% of the respondents will answer “yes，，to the following 
questions (currently, only about 10% of respondents answer “yes”)： 
- C a n you remember any advertisement of CSSB on newspapers or magazines? 
-Can you remember any advertisement of CSSB on TV or radio? 
• During the survey in mid 1999, it is expected that people's impression on CSSB will be 
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further improved. People should consider that CSSB is better than an average bank by 
about 10% in the two above-mentioned factors. In addition, more than 70% of 
respondents should say “yes” to the two aforesaid questions. 
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Task#ll 
Task:- Establish CSSB's home page on the Internet for promoting the Bank's image 
and providing information about CSSB's products and services 
• Select an Internet Service Provider for accommodating the Web site and design the 
home page 
• Design the home page 
• Post the home page on the Web 
Control / Monitoring - Measuring effects 
• Again, it is expected that establishing CSSB's home page on the Web should help to 
improve people's impression on CSSB in the following factors: 
-Aggressive or conservative 
-Use advanced technology 
As mentioned in task # 7, in the interim survey, we expect that people will consider 
CSSB is at least no worse than an average bank in these two factors. 
• In the final survey in mid 1999, we expect that people will consider CSSB is better 
than an average bank by 10% as far as these two factors are concerned. 
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Task # 10 
Task:- Set up hot line for enquiry about providing information about CSSB's 
products & services 
• Select staff members for handling the enquiry calls 
• Train up these staff 
• Apply telephone lines as the hot line 
• Print leaflets and add messages on the home page for promoting the hot line 
• Service launch 
Control / Monitoring - Measuring effects 
• The main objective of setting up a hot line is to build more channels for customers' 
easy access to CSSB's product information. Therefore, in the interim survey that will 
be conducted by end 1998, it is expected that people's impression on "can easily obtain 
the product information" (factor “5，，) can be improved. At least, we expect that people 
will consider CSSB is no worse than an average bank as far as this factor is cdncerned. 
• By the middle of 1999 when the final survey is conducted, we expect that people will 
consider the CSSB is at least 10% better than an average bank when considering the 
factor “can easily obtain the product information". 
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Task # 10 
Task:- Prepare brochures and leaflets for CSSB's products and services 
• Select the products and services that should be promoted 
• Design the brochures and leaflets 
• Print the brochures and leaflets 
• Put the brochures and leaflets at each branch 
Control / Monitoring - Measuring effects 
• Again, the objective of providing the brochures and leaflets is to allow customers who 
go to CSSB's branches to get the information of CSSB's products and services more 
easily. Similar to task # 9，we expect that this task can help people change their 
impression on CSSB and consider that it is more easily to access CSSB's product 
information. During the interim survey by end 1998, we expect that people should at 
least rate CSSB as no worse than an average bank when considering factor “5” i.e. 
“can easily obtain the product information". 
• In the final survey, people are expected to consider the CSSB is at least 10% better 
than an average bank when rating CSSB for the factor “can easily obtain the product 
information". 
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T a s k # l l 
Task:- Equip the tellers with selling skills 
• Develop training courses for providing tellers with selling skills 
• Establish incentive scheme 
• Conduct the training courses 
Control / Monitoring - Measuring effects 
• The main objective of this task is to improve the CSSB's sales force in order to 
increase CSSB's revenue and profit. 
• To measure the effectiveness of the training courses，some tests should be provided to 
the trained tellers to see ifthey can fully understand what they have been taught in the 
training course. Moreover, supervisors should monitor the performance of the trained 
tellers at least for a certain period of time after the training course so that the 
supervisors can observe whether there is significant improvement on the tellers' selling 
skills . 
• A direct measurement of the effectiveness of this task is to measure the sales volume 
achieved by each teller after the training course and compare it against the sales 
volume that they have achieved before the course. It is expected that there should be at 
least 20% improvement brought by the training course. 
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Task # 10 
Task:- Open new branches at convenient locations 
• Determine the number of new branches to be opened 
• Select appropriate locations 
• Establish the new branches 
• Open the new branches 
Control / Monitoring - Measuring effects 
• According to the survey we have conducted, we find that people consider the number 
of CSSB's branches is far from enough. The survey result shows that CSSB is worse 
than an average by more than 30% in this aspect. Moreover, people consider that the 
locations of the existing CSSB's branches are not convenient to them. Since it is very 
costly to establish a new branch and CSSB cannot open too many branches within one 
or two years, we expect that, in the interim survey by end 1998, people should 
consider CSSB is worse than an average bank by no more than 15% in the factors “3” 
and “4” i.e.. "Large number ofbranches “ and "Location ofbranches is convenient to 
you". 
• During the final survey in mid 1999, we expect that CSSB can achieve further 
improvement in these two factors. People should consider that CSSB is worse than an 




In order to achieve the Market Objectives as stated in the “Market Objectives" 
report, a number of tasks are planned and shown in the "Tactical Action Plan" based on 
the six strategies, namely, Product Strategy, Service Strategy, Price Strategy, 
Communications Strategy, Sales Force Strategy and Distribution Strategy. To carry out 
these tasks successfially，it is inevitable that money must be spent and appropriate budget is 
required. For some of the tasks, more accurate budget requirement can be calculated only 
after some of the sub-tasks have been carried. For example, the budget for offering home 
banking service through iTV can be estimated only after CSSB has started discussion with 
Hongkong Telecom EMS; the budget for establishing new branches will highly depend on 
the number of branches that have been determined to open. To this end，this report only 
shows the ball park figure for the budget required for each task mentioned in the "Tactical 
Action Plan" and adjustment and fine-tuning are inevitable after some of the sub-tasks 
have been performed. 
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Task # 10 
Task:- Offer home banking service through iTV 
• Liaise with JMS 
• Development of the service 
• Service launch 
Budget: 
Since iTV has not yet commercially launched home banking service and the service will 
only be available by August 1998, the commercial arrangement between Hongkong 
Telecom JMS and the banks are still treated as highly confidential. Therefore, it is not easy 
to estimate the expenditure in offering home banking service through iTV until discussion 
with DVIS. However, as a rough estimation, it is expected that about HK$500,000 would 
be required for offering this service. 
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Task # 10 
Task:- Develop Web Banking 
• Form a dedicated team to study the feasibility 
• Look for IT company with expertise for the development 
• Development of the service 
• Service trial 
• Service launch 
Budget: 
This service is new in Hong Kong. Exact resources requirement for implementing this 
service is yet to be clarified with the IT company. However, a corporate backbone LAN 
(Local Area Network) must be established for providing the Web Banking Service. 
Hardware required for the building the LAN includes Radius Server, Proxy Server, Web 
Server, Firewall, router, telecom facility (e.g. Digital Data Service) etc. The cost for this 
hardware would range from HK$600,000 to HK$1 million. 
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Task # 10 
Task:- Offer organisation affiliated credit cards for undergraduates 
• Liaise with universities and shops e.g. HMV, bookshops 
• Prepare and print brochures and leaflets for these credit cards 
• Select existing staff members to do promotion at the promotion booths 
• Set up promotion booths at universities 
Budget: 
To attract 10,000 undergraduates, we expect to print 20,000 copies ofleaflets for 
promoting these credit cards. The cost for designing the leaflet and making the film will be 
about HK$l,500. Assume each copy ofleaflet costs the Bank HK$0.2, then it takes the 
Bank about HK$4,000 (i.e. $0.2 x 20,000 copies)for printing the leaflets. Therefore, the 
total cost for producing the leaflets will be about $5,500. 
107 
Task # 10 
Task:- Improve the computer and data communications network 
• Feasibility study on using state-of-art technology e.g. frame relay 
• Liaise with the telecom service provider to provide the network services 
• Implementation of the new network 
• Press release for promoting CSSB's image as employing advanced technology 
Budget 
Since the total monthly recurring charge of the new frame relay based network will be 
even lower than that of the existing leased line network，there should be no additional 
budget to cater for the recurring charge of the new network. However, it still incur 
additional once-ofF installation cost for establishing the frame relay based network. 
Assuming that two T1 (i.e. 1.544Mbps) frame relay circuits will be installed at the host 
computers and each branch will be equipped with one 64kps frame relay circuit, then the 
once-offinstallation cost for setting up the frame relay network will be as follows: 
Installation charge for one T1 frame relay circuit = HK$3,650 
Installation charge for one 64kbps frame relay circuit = HK$2,500 
So，the total network setup cost is = 2 x HK$3,650 + 25 x HK$2,500 = HK$69,800 
In addition, some changes in the existing equipment may be required in order to be 
used in the new frame relay network. The cost for changing these equipment is uncertain 
at this stage as study on CSSB's existing equipment is required before making the 
estimation. 
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Task # 10 
Task:- Conduct BPR to improve work flow for providing fast service 
• Form a BPR team 
鲁 Conduct the Reengineering process and recommend the new process 
• Educate the staff members about the new process to create buy-in 
• Implement the new process 
Budget: 
Existing staff members will be selected forjoining the BPR team and hence no additional 
budget should be required. 
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Task # 10 
Task:- Set up training courses for equipping staffwith expertise and knowledge 
• Conduct survey to identify expertise and knowledge that the staff should possess 
• Develop training courses 
• Divide staffmembers into a number of groups for attending the classes 
• Conduct the training courses 
Budget: 
Currently, the CSSB has about 900 employees. Assuming that halfofthe stafFneeds to 
attend the training courses, so, there would be about 450 employees going to attend the 
courses. A classroom in the training center can normally accommodate 30 people, thus a 
total of 15 classes will be required. To mn a class of training, it generally requires about 
HK$5,000 (salary of the trainees are not included) per class. Therefore, it costs the CSSB 
about HK$ 75,000 (i.e. 15 classes x HK$5,000) to complete the training courses required. 
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Task # 10 
Task:- Advertisement for promoting CSSB's image and home banking and Web 
Banking 
• Identify the media to be used for the advertisement 
• Determine the main messages to be delivered 
• Liaise with the advertising agents 
• Launch the advertisement 
Budget 
Assuming that the CSSB will have advertisement on the local newspapers and TV 
intermittently for 4 months. Then, the cost for this marketing campaign will be as follows: 
Newspaper : HK$2,808,000 
TV advertisement ： HK$2,000,000 
Agent & other costs : HK$2,404,000 
Total marketing campaign cost: : HK$ 7,212,000 
111 
Task # 10 
Task:- Establish CSSB's home page on the Internet for promoting the Bank's image 
and providing information about CSSB's products and services 
• Select an Internet Service Provider for accommodating the Web site and design the 
home page 
• Post the home page on the Web 
Budget: 
Assume that the CSSB's Web site consists of 15 pages. The budget for establishing this 
Web site on the Internet will be as shown: 
Web hosting for 1 year ： HK$ 14,400 
Design ofhome pages ： HK$ 6,000 
Total cost for establishing the CSSB's Web site: ; HK$ 20,400 
112 
Task # 10 
Task:- Set up hot line for enquiry about providing information about CSSB's 
products & services 
• Select staff members for handling the enquiry calls 
• Train up these staff 
• Apply telephone lines as the hot line 
• Print leaflets and add messages on the home page for promoting the hot line 
• Service launch 
Budget: 
Assume that two operators will be required to handle the enquiry calls initially. And, two 
business telephone lines will be installed as the hot line. 
Annual salary for two operators : HK$ 208,000 
Training for the operators ： HK$ 3,000 
Installation charge for 2 telephone lines : HK$ 940 
Rental for 2 telephone lines for 1 year : HK$ 2,995.2 
Total cost for the hot line ： HK$ 214,935.2 
1 1 3 
Task # 10 
Task:- Prepare brochures and leaflets for CSSB's products and services 
• Select the products and services that should be promoted 
• Design the brochures and leaflets 
• Print the brochures and leaflets 
• Put the brochures and leaflets at each branch 
Budget: 
Assume that 500 copies of the leaflets will be provided to each ofthe 25 branches. Then, a 
total of 12,500 copies ofbrochures and leaflets will be required. Assume that it takes the 
Bank HK$0.5 for printing each copy�So, the budget for preparing the brochures and 
leaflets will be as follows: 
Design & making films : HK$ 1,600 
Printing 12,500 copies : HK$ 6,250 
Total cost for preparing brochures : HK$ 7,850 
114 
T a s k # l l 
Task:- Equip the tellers with selling skills 
• Develop training courses for providing tellers with selling skills 
• Establish incentive scheme 
• Conduct the training courses 
Budget: 
Assume that 300 tellers need to attend the training courses. Again, a class can 
accommodate about 30 trainees. Thus, a total of 10 classes will be required for training the 
tellers. As the average running cost for a class will be about HK$ 5,000, a total ofHK$ 




Task:- Open new branches at convenient locations 
• Determine the number of new branches to be opened 
• Select appropriate locations 
• Establish the new branches 
• Open the new branches 
Budget: 
Assume that the average size of each new branch is about 2000 square feet and it takes the 
CSSB about HK$ 20 million for purchasing the shop. Usually, the cost for the decoration 
of each branch will be about HK$ 3 million. We also assume that the CSSB will establish 4 
new branches in the coming year. Then the budget for opening new branches will be as 
shown: 
Shop acquisition : HK$ 80 million 
Decoration ： HK$ 12 million 




In view of fierce competition, the CSSB needs to formulate aggressive marketing 
plan in order to gain a greater market share. Technology is inevitably the weapon that can 
be used in upgrading the bank image and reputation as well as the profit earning. 
Targeting at particular promising segments is therefore vitally important strategy to 
maintain competitiveness in the market. 
Instead of continuing serving the original customers, the customer market in Hong 
Kong is expanding and focusing the younger and have greater potential customers, various 
marketing programs are therefore necessary to address the different characteristics of each 
target segment. 
Based on the Marketing Model described in Chapter I, strategic marketing plan 
was established according to the findings in various profile reports. The model was also 
applied in formulating the tactical action plan and monitoring measurement. To conclude, 
the model provides an effective and systematically framework for (1) assessment of 
market environment, (2) analysis and consolidation of marketing information, (3) 
formulation of marketing objectives and corresponding action plans, and (4) establishment 
117 
ofbudget requirement and subsequent monitoring processes. 
By following the model, the following objectives of the study were achieved: 
• Assessed and analysed the market environment of the CSSB 
• Studied the successfiil case of Hang Seng Bank and Standard Chartered Bank in 
adopting the marketing concept 




















































































































































































































































































































































































































































































































































































































































































































































































































































































































































SUMMARY ON THE RESPONSE 
)ear sir / madam, 
Ve are a team of 3^ year MBA students of The Chinese University of Hong Kong. We are doing a final year project on 
^ k e t i n g Management The project involves study on dic banking industiy in Hong Kong and The China and South Sca Bank 
f i ^ / ^ 6 ^ T ) . It would definitely help us a lot ifyou are kind enough to spend about 15 minutes to answer the questionnaire 
) d o ^ The iim)nnation collected from the questionnaire wiU be treated as STRIClLY CONFE)ENTUL and aU responses to 
he questionnaire will be destroyed once a statistical report has been compiled. 
31ease send back the answers to us using the enclosed envelop or put it into the box in the CUMBA office. 
« • 
rhank you very much for your help. 
Panna Chan Alex Chan 
28^Janl998 
PART I: 
1. Do you have the following accounts in any bank ofHong Kong? 
i. Saving account i. a. Yes b.No 
ii. Current account ii. a. Yes b.No 
iii. Credit card iii. a. Yes b. No 
2. Would you prefer to use banking services at home? a. Yes b. No 
• • • • 
H'yes, what medium would you prefer? a. Telephone b. TV c. PC / Internet 
d. Others (p'se specify)  
3. Have you everheard about The Cliina & South Sea Bank a. Yes b. No . 
(CSSB)(中 /¥] 4 S d 7 ) ? 
Lf no, please move to Part III. 
4. Have you ever entered any branch of CSSB? a. Yes b. No 
5. Have you ever used any service of CSSB? a. Yes b. No 
6. Are you a customer of CSSB currently? a. Yes b. No 
• 
7. Do you know that CSSB is a member of the Bank of China? a. Yes b. No 
8. How many branches of CSSB can you remember? a. Nil b. 1 - 3 c. 4 - 6 
d . 7 - 1 0 e. 11 - 15 d .>15 
9. Do you know whether CSSB has priority banking service? Can a. Yes b. No 
you name it? Name:  
10. Can you remember any advertisement of CSSB on newspapers a. Yes b. No 
or magazines? Lfyes, when? When:  
11. Can you remember any advertisement of CSSB on TV or radio? a. Yes b. No 
Lfyes, when? When: . 
12. Do you find any distinction, in terms of services and products, a. Yes b. No 




PARTH: i ~~~~~^ 
I 1. Do you think CSSB is providing a wide range of very narrow medium ve^yvide 
products? 1 2 3 4 
2.. Do you think CSSB's products are weU designed ^ d can verypoor medium veiygood 
meet your requirements 1 2 3 , 
3 Are the number of CSSB's branches suf5cient? notenough medium enough 
1 2 3 4 5 
4 Are the locations ofCSSB's branches convenient? not medium ve^y 
• convenient convenient 
1 2 3 4 5 
5. Is it easy lo obtain information about CSSB's products very difficult medium .verycasy 
and sewices? 1 2 3 4 5 
6 Is the interest rate offered by CSSB aUractive when you not medium ve^y 
deposit money in CSSB? - attractive attracUve 
^ 1 2 3 4 5 
. 7 Are \hc staflfmembers ofCSSB fhendly? .not medium very 
friendly friendly 
1 2 3 4 5 
8 Arc the staff members of CSSB helpful? not helpM medium very helpful 
• . 1 2 3 4 5 • 
9 Can CSSB provide fast services lo you? very slow medium ve^y fast 
• 1 2 3 4 5 
10 Do you think whether CSSB is stable and reliable? very medium very 
unreliable reliable 
1 2 .3 . 4 5 
11. Do you think whether CSSB is Uying io establish long- definitely medimn definitely 
term relaUonsliip with the customers? not yes 
1 2 3 4 5 
12. As compared with other banks in Hong Kong, do you outdated medium advanced 
Uiink CSSB is using Oic advanced lechnoIog}' lo technology iechnology 
facilitalc their business? 1 2 3 4 5 
13 What is vour overall impression on CSSB? very poor medium very good 
‘ 1 2 3 4 5 
14 How would vou describe CSSB? conservauvc medium aggressive 
‘ 1 2 3 4 5 
Page 2 
PART in: 
1. pieasc sclect Uie most important five criteria for selecting banking services and specify the order of importance (“1” is the 
most important and “5” is the least important among Uie five criteria) 
( ) Wide range ofproducts - ( ) Staffmembers are professional & helpftd 
( ) P r o d u c t s can meet your requirements ( ) Fast service 
( ) L a r g e number ofbranches ( ) Stable&reliable 
( ) L o c a t i o n ofbnuiches is convenient to you ( ) Try to establish long terai relationship with 
customers 
( ) C a n easily obtain the product information ( ) Use advanced technology �. 
( ) A t t r a c t i v e interest rate for deposit ( ) Has good image ‘ 
( ) S t a f l f m e m b e r s are fnendly ( ) Others  
2. What banking products or services that you consider useftJ for you? 
PERSONAL mFORMATION 
1. Sex: a. Male b. Female 
2. Age 
. • • 
a. Below 25 b. Between 26 and 30 c. BeUveen 31 and 35 
d. Between 36 and 40 e. Between 41 and 45 f. Above 46 
3. Marital status: a. Married b. Single 
4. Number ofkids: 
i 
a. 0 b. 1 c. 2 d. 3 e. 4 f. 5 or raore 
5.. Family monthly income: • 
a. Below $20,000 b. Between $20,001 & $40,000 c. Between S40,001 & $60,000 • 
d. Between $60,001 & $80,000 e. Above $80,001 
6. Education: 
a. F.5 or below b. Matriculation c. Tertiaiy d. Master degree or above 
I 
7. Your career: 
a. House wife b. Retired c. Student d. CIerk e. Blue collar 
f. Professional g. Executive & manager h. Setf-employed 








































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































ANALYSIS OF RESPNSES 
BY SEGMENTATION OF 






















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































PRELEMEVARY FEEDBACK FROM CSSB 
The draft of the Marketing Plan was submitted to the CSSB for their comments 
and consideration on 15th April 1998. A presentation was conducted by Panna Chan to 
Madam Cheung Chuen Chuen，the Senior Manager of the CSSB, on 25th April 1998. The 
CSSB shows its appreciation and enthusiasm towards the Marketing Plan and some 
preliminary comments had been given after the presentation> 
1. It seems that using Internet as a medium to improve the CSSB's image and promote 
CSSB's products is a good idea. But, in view that the popularity of the Internet in 
Hong Kong is still not as high as that in the advanced countries like USA, would it be 
worthwhile to spend efforts on developing the Internet as a channel and will the effect 
be as significant as expected? 
2. The recent economic downturn in the Asia, including Hong Kong, has very great 
impact on the whole society. The downturn is expected to persist for at least one to 
two years. Will this economic downturn affect the Marketing Plan and should some of 
the action plan be postponed or even aborted? 
3. It was shown in the result of the survey that most of the respondents could not 
remember the advertisements of the CSSB. What is the problem with the 
advertisement or the strategy? How can the Bank improve it? 
We find that the preliminary comments provided by the CSSB are valuable and the 
following is our response to these comments: 
1. It is true that the popularity ofIntemet in Hong Kong is not be as high as that in other 
advanced countries such as USA and UK. However, it is for sure that Internet will be 
picking up very rapidly in Hong Kong in the coming years. Some ISPs such as JMS is 
even considering to offer broadband Internet which enables users to access the Internet 
at a much higher speed. By then, it is believed that the usage ofInternet will be further 
stimulated. Furthermore, our target market segments are the university undergraduates 
and the young professionals. It is expected that these target customers will be having 
better educational background and they will be relatively heavy users of Personal 
Computers and Internet. To this end，we believe that promoting the CSSB through 
Internet will be a cost effective way especially when we are targeting at the university 
undergraduates and the young professionals. 
2. We have already taken into consideration of the recent economic downturn when we 
prepare the Marketing Plan. In fact, expanding the branch network by increasing the 
number of branches will be a right move under such economy condition. During the 
economic downturn, many retail shops have closed down and many people lose their 
jobs. Therefore, under such circumstances, it will be easier for the Bank to acquire 
shops with good location at lower cost. The cost for establishing the branch, such as 
interior decoration, will be lower in view of the high unemployment rate. 
3. Previous advertisement of the CSSB focused on promoting some particular products 
or services of the Bank, examples are bill and trade finance. However, according to the 
result of our survey, it is found that many people have not even heard about CSSB or 
are not familiar with CSSB. Therefore, in order to make the advertisement effective, 
CSSB should first of all focus on promoting the name and image of CSSB instead of 
promoting a particular product or service. 
Since the top management is very interested in the Marketing Plan, a more in-depth 
presentation is requested by the General Manager. The audience of the presentation will be 
the panel ofthe top management and the General Manager. The details about the time and 
venue for the presentation is being arranged and it is expected that the presentation will be 
conducted in mid May 1998. One difficulty that we are facing to create the buy-in is the 
language barrier because Chinese is the common language that the Bank is using for both 
verbal and written communications. Therefore, we are preparing presentation material in 




'NewNetwork To Cut Costs' Banking World Hong Kong February 1997 
Statistics of Government 1991-96 
'Interest Rate for HK Dollars Deposit’ Oriental News 10th March 1998 
‘Making Technology Work for You and Customers' National Underwriter January 6, 
1997 
'New Customers are Waiting Online at the Electronic Banking "Window" Bank 
Marketing January 1997 
'Brickless Banking，Bank Marketing January 1997 
'Study finds bank Web sites unreliable' ABA Banking Journal December 1996 
'Systems go back to the fiiture, The Banker October 1996 
'Competitive Strategies for a New Era' Bank Systems+Technology August 1996 
'Who's who in Banking: the Best and Worst Players of 1996' Bank 
Systems+Technology December 1996 
Marketing Management: Analysis, Planning, Implementation & Control Kotler, P. 
Prentice-Hall 

CUHK L i b r a r i e s 
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